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EXECUTIVE SUMMARY
The first year report on 
the Brisbane iteration of 
the Market
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EXECUTIVE SUMMARY
The culmination of the data analysis 
has been articulated through five key 
recommendations, which may assist 
the APAM delivery team for the next 
version, in 2016. In summary, the 
recommendations are described as:
1. Indigenous focus to remain 
central to the conception and 
delivery of APAM
2. Re-framing APAM’s function and 
its delivery 
3. Logistics and communications 
in a multi-venue approach, 
including communications 
and housekeeping , volunteers, 
catering, re-calibrating the 
employment of Brisbane 
Powerhouse protocols and 
processes for APAM 
4. Presentation and promotion for 
presenters
5. Strategic targeting of Asian 
producers. 
The Australia Council awarded the 
tender of APAMs 2014, 2016 and 
2018 to the Brisbane Powerhouse. 
The Australia Council, in awarding the 
contract for the presentation of APAM 
by Brisbane Powerhouse, stipulated 
that a formal evaluation of the three 
iterations of APAM and activity in the 
intervening years be undertaken. 
Queensland University of Technology, 
Creative Industries Faculty, under 
the leadership of Associate Professor 
Sandra Gattenhof, were contracted to 
undertake the formal evaluation.
This is the first year report on the 
Brisbane iteration of the Market1. This 
report has drawn from data collected 
across a range of sources, drawing 
on the scoping study undertaken by 
Justin Macdonnell addressing the 
Market from 1994–2010; the tender 
document submitted by the Brisbane 
Powerhouse; in-person interviews 
with APAM staff, APAM Stakeholders, 
Vox Pops from delegates in response 
to individual sessions, producer 
company/artist case studies and, 
most significantly, responses from 
a detailed online survey sent to all 
delegates. The main body of the 
report is organised around three 
key research aims, as outlined in 
the Brisbane Powerhouse Tender 
document (2011). These have been 
articulated as:
  Evaluation of international 
market development outcomes 
through showcasing work to 
targeted international presenters 
and agents
  Evaluation of national market 
development outcomes through 
showcasing work to national 
presenters and producers
  Evaluation of the exchange 
ideas, dialogue, skill 
development, partnerships, 
collaborations and co-
productions and networks with 
local and international peers.
1.  Throughout this report the word Market 
is used. This word is a direct reference to 
Australian Performing Arts Market (APAM) 




The evaluation of APAM will be designed not to 
critique or evaluate the merits of the cultural 
products presented at the event, but to 
evaluate the impact and output of participation 
in APAM for the event, key organisations, key 
individuals and the cultural impact of the life 
of the Australian Performing Arts industry.
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INTRODUCTION
This year (2014) signifies a shift from 
APAM’s previous venue, the Adelaide 
Festival Centre, which had presented 
the Market for eight iterations 
(biennially from 1998 to 2012), in a 
single venue, directly alongside the 
Adelaide Fringe Festival. The 2014 
Market employed multiple venues, 
with the Brisbane Powerhouse 
operating as the core venue, and 
coincided with the World Theatre 
Festival, which was also presented 
at the Brisbane Powerhouse. The 
new presentation model posed 
some challenges, but also offered 
opportunities for the Market to 
respond to current shifts in both 
the international and domestic 
performing arts sector, and the 
manner in which work is produced 
and presented within a performing 
arts market context. 
The evaluation of APAM will be 
designed not to critique or evaluate 
the merits of the cultural products 
presented at the event, but to 
evaluate the impact and output of 
participation in APAM for the event, 
key organisations, key individuals and 
the cultural impact of the life of the 
Australian Performing Arts industry.
The primary audiences for this 
report are Brisbane Powerhouse 
management (including the APAM 
delivery team) who commissioned 
the research and the Australia 
Council for the Arts, who provided 
both the strategic objectives and 
financial support of the event. It is 
understood that this report may also 
be of interest to other Australian 
performing arts companies and 
artists, cultural agencies, policy 
makers and researchers who seek a 
deeper understanding of the value 
and impact of APAM.
RESEARCH FRAMEWORK
This section outlines the agreed 
research design (QUT/BPH executed 
services agreement 17 September 
2013) for a longitudinal evaluation 
of APAM (2014-2018) across all 
APAM and non-APAM years, as per 
the Brisbane Powerhouse (BPH) 
Tender and Australia Council Services 
Agreement. The Services Agreement 
with BPH notes the requirement for 
BPH, in partnership with the Australia 
Council, to:
Establish efficient evaluation 
methodology that assesses the 
impact of each APAM and work-
in-progress year and is used to 
continually refine the events and 
assess the overall impact. It is vital 
that this methodology includes a 
longitudinal mechanism to capture 
relationships and income generated 
over time through attendance at 
APAM and the Works in Progress 
(Section 12, p. 6).
The five-year evaluation framework 
(2014–2018) for APAM hosted 
by Brisbane Powerhouse will be 
developed and led by Associate 
Professor Sandra Gattenhof, Head 
of Drama, Queensland University of 
Technology. The research has ethical 
approval from the QUT Research 
Ethics Unit:













To maintain the confidentiality of the 
research participants (in accordance 
with research ethics) names have 
been replaced with titles (APAM 
Team member, stakeholder, case 
study representative, focus group 
member) and an alphabetical letter. 
Respondents to vox pops and the 
online survey were anonymous at 
point of data collection; however, the 
data source has been acknowledged 
when used.
RESEARCH AIMS
As outlined in the Brisbane 
Powerhouse Tender document 
the aims of the research will be to 
evaluate three interrelated outcomes 
(articulated below) through a 
longitudinal five-year study. As such, 
the following three foci have been 
used to construct the report:
  Evaluation of international 
market development outcomes 
through showcasing work to 
targeted international presenters 
and agents
  Evaluation of national market 
development outcomes through 
showcasing work to national 
presenters and producers
  Evaluation of the exchange 
ideas, dialogue, skill 
development, partnerships, 
collaborations and co-
productions and networks with 
local and international peers.
The APAM Opening Ceremony 2014
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The evaluation will also seek to 
capture the innovation in delivery 
approach, responsiveness to sector 
needs and focus on targeted market 
development activities that generate 
touring, partnership, skill and artistic 
development outcomes for Australian 
artists and companies.
The evaluation of APAM will be 
holistic, using a multi-model research 
methodology that incorporates 
quantitative, qualitative and 
performative research methods to 
generate data on the way APAM 
impacts on organisations, individuals 
and community. The research team 
will adopt a phenomenological 
approach to gathering data. 
Phenomenology is an approach 
used to provide descriptions of 
human societies and does not rely 
on a single research instrument (e.g. 
interview, question or observation), 
but instead uses multiple data 
collection methods to capture and 
classify the experiences of individuals 
and communities participating in a 
project. In each cycle (APAM delivery 
year and following year) an electronic 
survey will be undertaken of all 
producers to track markers of success 
that may include income generation, 
distribution of product nationally and 
internationally, network development 
and partnership establishment. As 
well as undertaking a survey to track 
quantitative data and economic 
impact, the research team will 
generate case studies that outline 
aspects of the physical, geographical, 
economic and social environments 
in which the project sits, the 
characteristics of people involved, the 
attitudes and aspirations of people 
involved, and the impacts of the 
project on these people and their 
communities. It is envisaged that the 
case studies will provide examples of 
best practice, which other producers 
can use to showcase their product, 
to develop their own national and 
international uptake of product and 
to establish sustainable networks, 
partnerships and collaborations.
At the conclusion of each year (2014, 
2015, 2016 and 2017) an interim 
evaluation report will be produced. 
The interim report will be written in 
an action research cycle approach 
and will function as a catalyst for a 
continuous cycle of improvement 
throughout the five years of delivery. 
In the final year (2018), a comparative 
and consolidated evaluation report 
will be developed that captures the 
five years of delivery of APAM by 
Brisbane Powerhouse.
RESEARCH PHASES
The research will proceed in three 
phases.
In Phase 1, the research team will 
consult with stakeholders – including 
the APAM Steering Committee, key 
Australia Council representatives – on 
advice from the Australia Council, key 
Brisbane City Council representatives, 
key Arts QLD representatives, 
key Tourism and Events QLD 
representatives, APAM Executive 
Producer and Project Coordinator, 
BPH key representatives (Steering 
Committee members) – to establish 
categories of impact. It is anticipated 
that the categories of impact 
will include access, experience, 
participation, quality, capacity-
building and community. The 
outcome of this phase of the research 
will be a set of narratives about 
the anticipated or desired impact 
of APAM for different stakeholder 
groups. 
In Phase 2 there will be two 
distinct approaches. In the years 
in which APAM is delivered (2014, 
2016 and 2018) observations, 
electronic survey, focus groups 
and still and moving images will 
be used to collect quantitative, 
qualitative and performative data 
on the stakeholders’ and producers’ 
(both national and international) 
satisfaction levels of attending 
and participating in APAM and 
the producers’ impacts/outcomes 
– such as international market 
development, touring, partnerships. 
This begins with the first APAM on 
18–22 February 2014 at the Brisbane 
Powerhouse. The research team 
will code the data collected via 
these methods according to the 
established categories of impact 
and visible outputs. The team will 
then conduct a content and textual 
analysis of the data to identify the 
way specific processes, activities or 
engagement protocols APAM has 
embedded before, during and after 
the event function as enablers of 
each category of impact. 
In the years in which APAM is not 
delivered (2015 and 2017), a survey of 
all producers will be conducted after 
producers have showcased at APAM. 
Over the life of the evaluation this will 
track trends and markers of success 
that may include income generation, 
distribution of product nationally and 
internationally, network development 
and partnership establishment. 
To deepen knowledge of best 
practice, approximately three to six 
selected producers (as advised by 
the research stakeholders group) 
will continue to be tracked in-
depth as part of Phase 2 to evaluate 
their international and national 
market development outcomes 
and to evaluate the exchange of 
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ideas, dialogue, skill development, 
partnerships, collaborations and 
co-productions and networks with 
local and international peers. Over 
the life of the study, approximately 
eighteen producer case studies will 
be developed and documented.
 In Phase 3, the research team will 
evaluate and report on the outcomes 
and performance of APAM in the 
delivery years (2014, 2016, and 2018). 
This interim evaluation will report on 
the anticipated and actual impact 
of APAM in relation to established 
categories, including a summary 
of which processes, activities or 
engagement protocols have been the 
most effective catalysts for specific 
types of impact. In the non-delivery 
years (2015 and 2017), the evaluation 
report will take a broader focus 
to include consolidated producer 
data gathered through survey and 
producer case studies, to identify 
trends and habits that may lead to 
strong and impactful international 
and national market development 
outcomes and exchange ideas, 
dialogue, skill development, 
partnerships, collaborations and 
co-productions, and networks 
with local and international peers. 
These trends and habits will then 
be communicated to subsequent 
producers as models of best practice. 
The final comparative and 
consolidated evaluative report 
delivered at the end of 2018 will 
provide evidence of the significance 
of APAM in aesthetic, social and 




Throsby (2001) and Klamer (2004) 
discuss the nature of evaluative 
frameworks for arts and culture. 
They note that “arts and culture gives 
rise to forms of value that cannot 
be captured within the framework 
of mainstream, neo-classical 
economics” (Carnwath & Brown 2014, 
p. 8). Throsby and Klamer go on to 
state that “the cultural value of an 
experience may be lost if it assessed 
in economic terms” (ibid.).
Embracing the position of both 
Throsby and Klamer, the data 
collection takes a mixed methods 
approach that includes both 
quantitative and qualitative data to 
enable the most comprehensive 
narrative about the value and impact 
of APAM to have been developed.
Data for this analysis have been 
drawn from the following sources:
  Interviews with APAM staff and 
key stakeholders (n = 20)
  Presenter artist/company case 
studies – initial interview pre-
APAM, interview at six months 
post-APAM (n = 12)
  Online Delegate Survey (release 
date 28 February 2014. Survey 
closed 14 March. 582 delegates 
received the survey, n = 328 
delegate responses)
  Vox pop interviews with 
delegate post-full-length 
performances, excerpts and 
pitches (n = 72)
  Observational data of events 
such as Welcome to Country, 
keynote panel, (n = 51 
observations of individual APAM 
events and performances)
  Focus group with buyers 
(national and international) (n 
= 1)
  Focus group with Indigenous 
delegates (n = 1). 
This report provides an analysis 
of data for the period January to 
September 2014. The outcomes of 
the analysis are delivered through a 
set of narratives about the impact of 
APAM and its outputs, the activities 
that are enabling it to have this 
impact, and any barriers that may 
be preventing it from having the 
anticipated impact. 
Throughout this report, extracted 
data from the online survey 
responses will be tabled to develop a 
narrative in response to the three key 
research aims outlined in the Brisbane 
Powerhouse Tender document 
(2011). A full version of the collated 
responses to the survey questions 
can be found in the appendices of 
this report. 
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KEY RESEARCH ACTIVITIES TO DATE
Delivery Date Activity Personnel
Mid-September 2013 Signing of Contract Australia Council, Brisbane Powerhouse/APAM 




Development of ethical clearance documents
Ethical clearance lodged and signed off 
Sandra Gattenhof





Mapping of 2014 program
Development of data collection tools
Organisation of field work team for 2014
Sandra Gattenhof and SRA
Mid-January 2014 Pre-engagement with APAM management, key personnel 
in funding bodies, key personnel at Brisbane Powerhouse, 
key performing arts organisations, independent artists/
producers attending APAM 2014
SRA and RA
18–22 February 2014 APAM at Brisbane Powerhouse
Data collections in site (interviews/focus groups/surveys/
observation/still and moving image capture)
SRA and RA
March–May 2014 Data analysis Sandra Gattenhof and SRA
End May 2014 Draft interim report delivered for BPH, Australia Council and 
stakeholder feedback
Sandra Gattenhof and SRA
Mid-October 2014 Final 2014 evaluation report delivered Sandra Gattenhof and SRA
Timelines for ongoing evaluation in 2015, 2016, 2017 and 2018 will be tabled to Brisbane Powerhouse in the evaluation 
report for the previous year. That is, in the 2014 yearly evaluation report, the timeline for 2015 evaluation has been included 
for approval. By doing this, the evaluation can be responsive to stakeholder requests and possible revisions to the data 
capture instruments and any new approaches taken.
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ANTICIPATED KEY RESEARCH ACTIVITIES FOR 2015
Delivery Date Activity Personnel
End January 2014 Appointment of Senior Research Assistant (SRA) and 
RA (digital survey)
Sandra Gattenhof
Early February 2015 Re-engagement with APAM management, key 
personnel in funding bodies, key personnel at 
Brisbane Powerhouse
Sandra Gattenhof and SRA
February 2015 12 month check-in interviews with presenter artist/
company for developing case studies
SRA
March 2015 Development and dissemination of online survey to 
all producers who attended APAM 2014
Sandra Gattenhof and RA 
(digital survey)
March–May 2015 Data analysis – case studies and online survey Sandra Gattenhof and SRA
July 2015 Draft mid-way 2015 report delivered to BPH, Australia 
Council and stakeholder feedback
Sandra Gattenhof and SRA
Mid-July 2015 Stakeholder feedback meeting Sandra Gattenhof and SRA
Mid-October 2015 Final 2015 evaluation report delivered Sandra Gattenhof and SRA
Mid-October– early December 2015 Preparation for data collection APAM delivery 2016 Sandra Gattenhof and SRA
FRAMING THE NARRATIVE
The findings in this report have 
been informed by the scoping study 
undertaken by Justin Macdonnell 
in addressing the Market from 
1994–2010, and the successful tender 
document submitted by the Brisbane 
Powerhouse, along with in-person 
interviews with senior APAM staff, 
interviews with APAM stakeholder 
organisations, interviews with case 
study organisation representative, 
vox pops from delegates in response 
to individual presenting sessions, 
and responses from a detailed online 
survey sent to all delegates post 
APAM. 
To provide a demographic snapshot 
of the participants, the total number 
of delegates was 582, the majority 
of which were domestic attendees 
(402). 
The range of other countries represented was as follows:
Belgium (3) Hong Kong (2) Slovenia (1)
Brazil (2) Iceland (1) South Africa (1)
Cambodia (1) Indonesia (2) South Korea (17)
Canada (15) Ireland (12) Spain (2)
Chile (2) Japan (2) Sweden (1)
China (2) Malaysia (13) Switzerland (3)
Denmark (3) Netherlands (1) Taiwan (4)
France (4) New Caledonia (1) UK (20)
French Polynesia (1) New Zealand (44) USA (18)
German (3) Singapore (1)
The survey received responses from 328 delegates out of the total 582, with 
257 extended comments regarding the final survey question: “The Australian 
Performing Arts Market is always looking for ways to improve. What should 
the next marketplace do differently for future events?” This is an indication of 
the level of significance delegates attribute to the Market for the Australian 
performing arts sector. 
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The analysis of findings from the 
online survey revealed a number of 
narrative trends. Data sets have been 
included here in order to provide a 
context for these narratives. 
The following data gathered through 
the online survey situates the 
demographic detail of delegates, 
delegate attendance pattern, 
delegate reason for attending and the 
value of APAM to the delegates.
The composition of respondents of 
the online survey was as follows:
The delegate attendance pattern at 






Seller and buyer of work
Q3 Which of the following best describes 
you as an APAM delegate? 







The graph above highlights the high 
proportion of first-time delegates 
(42.38% of respondents). This 
percentage is slightly higher than 
those who had attended more 
than twice (40.55%). This variation 
may contribute to the polarity of 
responses from delegates when 
rating the Market; some rated it very 
highly and some rated it poorly, many 
unfavourably comparing the 2014 
APAM to previous Markets. 
42%
17%
This was my first time at APAM
This was my second time at APAM
I have previously been to APAM
Q4 Please select the most acurate 
statement.  
(Answered: 328, Skipped: 0)
40.5%
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Evaluation of national and 
international market development 
outcomes
SECTION ONE
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In this section of the report two key 
research aims will be unpacked:
  Evaluation of international 
market development outcomes 
through showcasing work to 
targeted international presenters 
and agents; and
  Evaluation of national market 
development outcomes through 
showcasing work to national 
presenters and producers.
The research aims will not be dealt 
with individually as the data shows 
that Market development outcomes 
for producers and presenters have a 
dynamic interrelationship.
The evidence will be reported in 
three ways:
1. Identifying the positioning and 
value of the Market, drawn 
from interview data of APAM 
staff, Brisbane Powerhouse 
management and key 
stakeholder; and data captured 
in the online survey
2. Overview of presentation of 
showcase works, excerpts and 
pitches and the intersection with 
World Theatre Festival
3. Six case studies of selected 
companies and independent 
artists that presented at 
APAM through either a 
full-length presentation, 
except presentation or pitch 
presentation.
POSITION OF APAM 
IN NATIONAL AND 
INTERNATIONAL 
CONTEXTS
APAM has been a feature of the 
Australian performing arts sector 
since 1994. In its most obvious 
sense, the event can be seen as a 
tradeshow, in which buyers and 
sellers come together with the aim 
of commercial engagement for 
Australian performing artists and arts 
organisations in both international 
and domestic markets.
In the interviews conducted with 
APAM staff, Brisbane Powerhouse 
management and key stakeholder 
questions were asked: “Can you 
describe what you understand the 
purpose of APAM is? This question 
was posed to elicit an understanding 
from key individuals involved in 
the delivery of APAM about the 
positioning of the event in the 
Australian performing arts landscape.
In all cases, the interviewees from 
the key stakeholders, Brisbane 
Powerhouse management staff and 
APAM staff responded that APAM was 
a commercial venture to showcase, 
promote and market Australian 
performing arts product both at a 
national and international level. This 
view can be seen in the selected 
responses to the question:
We invite promoters and presenters 
to Brisbane to go shopping for 
their performances. It’s like it’s a 
market, just like we buy our fruit 
and veg, these people are buying 
their performances for their venues 
all over the world. (Brisbane 
Powerhouse Management Staff 2, 
2014)
The purpose of APAM is to have 
an entry point to market in [a] 
country, for Australia, for people 
who have got product to present 
and to consider …[to] have people 
who are interested in presenting 
that product and to make those 
connections, and to have those 
conversations. (APAM Stakeholder 
2, 2014)
 It is a market for the trade of artistic 
performances from Australia to the 
rest of the world. And trade seems 
like a biased word to use; it really 
is just exporting, because we’re not 
specifically inviting people here to 
Australia to … sell their own work. 
(APAM staff member 3, 2014)
It is a market. A buy and sell market. 
(APAM Staff Member 1, 2014)
One stakeholder noted in interview 
that there needs to be more 
strategic attention given to assisting 
companies and artists to promote 
and sell their work to ensure that 
commercial outcomes at national and 
international level can be achieved:
In its most obvious sense, the event can 
be seen as a tradeshow, in which buyers 
and sellers come together with the aim 
of commercial engagement for Australian 
performing artists and arts organisations in 
both international and domestic markets.
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As we move to more of a focus 
on how we work with people as 
small micro-businesses rather than 
an investment into the arts more 
broadly, we need to do to work with 
them [the artist and companies] 
beforehand. We need to have 
much greater clarity about when 
we need to start engaging these 
artists, to prepare with them. What 
they need to know about, really, 
[is] how we select who we work 
with. You know, as we look at the 
area of convergence and we look 
at what is actually selling quite 
well internationally, do we just go 
with people who are interested in 
the market or do we really sort of 
start to define what that market is, 
what the demand is, more broadly, 
in advance, so people are actually 
creating work and [are] able to have 
a conversation about what their 
work is, knowing that the people 
they are going to talk to about it are 
likely to want to be interested in it?  
So it’s less of a sort of lottery process 
and much more of a target strategic 
approach. (APAM Stakeholder 2, 
2014)
For a number of management 
staff at Brisbane Powerhouse and 
stakeholders, the Market has a 
branding dimension to position 
Brisbane as a cultural city. This can 
be inferred from comments made 
during interviews conducted pre-
APAM delivery, such as:
All national arts eyes are on 
Brisbane Powerhouse. And 
all international promoters 
and presenters are coming to 
Brisbane Powerhouse. You can’t 
underestimate how important that 
is. Brisbane doesn’t attract people 
like Melbourne attracts them or 
Sydney attracts them, so to have 
this sort of program happening 
at Brisbane Powerhouse – it’s 
really, really important for us. It 
is important for the reputation 
of Brisbane Powerhouse and the 
exposure of Brisbane Powerhouse, 
but also, politically, I think it will give 
our Lord Mayor the opportunity 
to be proud of something. We 
want Brisbane to own this. We 
want Brisbane to be the shining 
place. (Brisbane Powerhouse 




A key focus area for the evaluation 
is to measure how the Market 
provides the framework to support 
and develop artists in developing 
their pitches and presentations to be 
business ready. This position is clearly 
articulated in an interview comment 
from an APAM stakeholder:
Normally, those artists who are 
selected demonstrate a capacity to 
manage these partnerships, and, 
normally, they are the people that 
articulate the development plan 
anyway. When you are selected 
to APAM it is not just about the 
work, but it is about your capacity 
to ensure that if the opportunity 
[arises] you are able to take the job 
and have an infrastructure in place, 
that you have the board backing. 
… Of course there are always a few 
people there who are going to be 
there for first time, learning on the 
ground, and that is really important 
as well. There is a really lovely mix of 
either very experienced workers or 
people being launched for the first 
time. (APAM Stakeholder 1, 2014)
The majority of respondents to the 
online survey indicated the need for 
showcase works, excerpts and pitches 
to be ready for presentation at the 
Market:
Fourteen respondents commented 
negatively on the technical and 
organisational issues, with a trend of 
negativity focusing on the tent: “The 
pitches were severely compromised 
by the heat in the large marquee 
outside”; “… the tent was way too hot 
for anyone to enjoy a pitch.”
Question 12 requested respondents 
to elaborate on their choices from 
Question 11. Responses were 
extremely mixed, even polarised. 
From 147 remarks, 62 were positive, 
stating that the majority of works 
were APAM ready:
I thought the pitches were almost 
all terrific – very compelling. Being 
hosted and contextualised by Robyn 
also really helped. 
The quality of the arts presentations 
was excellent.
There were 31 negative comments 
about the works not being APAM-
ready, with a number commenting 
that the quality or subject matter 
of the work wasn’t as interesting or 
engaging as it had been in previous 
APAMs:
… thought the majority of 
Australian work was [a] poor 
representation of what is being 
produced on an international scale.
I don’t think enough of the people 
doing pitches understood how they 
needed to engage the audience. 
Some were too inward focused. 
There was a range of split comments 
regarding the readiness of the 
pitches:
Some of the presentations and 
pitches were great, and some 
were long and boring. Needs more 
preparation for some, but overall ok.
Most were APAM-ready, but I 







Not quite APAM ready
Not ready for APAM at all
Q11 How would you rate the majority 
of presentations and pitches that you 
experienced at APAM?
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A key focus area for the evaluation 
is to measure how the Market 
provides the framework to support 
and develop artists in developing 
their pitches and presentations to 
be business ready. 
Some comments also questioned 
using the phrase “APAM-ready”, as 
they felt it was problematic. 
Interestingly, from the vox pops 
interviews undertaken, which 
interviewed delegates across a range 
of different presentation models (full-
length, 25 minute excerpt, cabaret 
program, and pitch), the vast majority 
of responses found the works 
presented as ready for presentation 
at APAM. 
From a staff perspective, the 
following comment provides insight: 
And from memory nobody from 
Powerhouse went to any of these 
events, market type events apart 
from festivals, like Under the Radar. 
And I guess as well because we’d 
never really created anything to 
have to go and sell internationally. 
We’ve always brought things in, 
so of course we would go to more 
of a festival environment to find 
shows to bring out, as opposed 
to going to a market to do any 
sort of trade or anything like that. 
And, yeah, likewise with [name of 
Brisbane Powerhouse management 
team] going to CAMS or PAMS 
or whatever they’re calling it. It 
would be very, very silly not to have 
had a Powerhouse presence there 
as well … to the point of with 
the delegation online activating 
it; I wouldn’t activate it until we 
had known [name of Brisbane 
Powerhouse management team] 
registered. So it feels like a bit of 
a backwards move to not have 
Powerhouse representation at 
everything that APAM has got its 
hand in. (APAM Staff Member 2, 
2014) 
APAM’S INTERSECTION 
WITH THE WORLD 
THEATRE FESTIVAL
As part of the contract between the 
Australia Council for the Arts and the 
Brisbane Powerhouse, the presenting 
venue (Brisbane Powerhouse) must 
make available a parallel performance 
program. 
This relationship between the 
two events is clearly articulated in 
the Brisbane Powerhouse tender 
document for APAM 2014, 2016, 2018, 
which states: “By linking PAXA to 
World Theatre Festival (WTF) we are 
maximising the ability for delegates 
to view full-length fully staged works 
in the context of public seasons. This 
provides artists with the best possible 
format to present their work and 
buyers with a ‘real’ context for viewing 
the work”. (Brisbane Powerhouse 
2011, p.13). It should be noted that 
the Brisbane Powerhouse proposed 
a name change for the event from 
Australian Performing Arts Market 
(APAM) to Performing Arts Exchange 
Australia (PAXA), hence why this 
acronym PAXA is included in the 
quotation from the tender document 
above.
The foregrounding of the World 
Theatre Festival as a parallel event 
was noted as a critical component 
for the presentation of APAM by both 
Brisbane Powerhouse management 
and APAM specific staff:
The relationship between WTF and 
APAM was critical, and stipulated 
in the agreement. It was part of the 
tender, and in fact it was one of the 
factors that ensured that Brisbane 
Powerhouse was successful, 
and even in the agreement with 
the Australia Council, it is in the 
agreement that there must be a 
complimentary program ... I think 
[name of Brisbane Powerhouse 
management team] wants [a] 
sort of incubator program for local 
Brisbane artists to … showcase their 
work [at] WTF in 2016. (APAM Staff 
Member 1, 2014)
The programming for the World 
Theatre Festival needed to consider 
the Australia Council for Arts 
requirement that “… the event [has] 
a strong component of its program 
to be about an ongoing artistic 
dialogue between Australia and 
its neighbouring South East Asian 
nations.” (Brisbane Powerhouse 
Management Staff 1, 2014). The 
programming for the World Theatre 
Festival also took into consideration 
the unique opportunity of having 
a large number of national and 
international delegates who may be 
able to provide on-going touring 
opportunities for the performance 
works. This idea was captured in the 
following comment:
I think knowing that a large 
part of WTF, there would be a lot 
of international and national 
delegates here, was something 
that I took into consideration with 
what kind of works I programmed. 
A couple of them I programmed 
because I actually think they’ll be of 
strong interest to those delegates, 
and they’re works that wouldn’t 
necessarily have made sense within 
an APAM showcase because of the 
amount of, you know, whether it’s 
a production question or things 
like that. (Brisbane Powerhouse 
Management Staff 1, 2014)
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In terms of the positioning of both 
APAM and WTF occurring within 
the same timeframe at the Brisbane 
Powerhouse, Brisbane Powerhouse 
management noted: “APAM’s an 
industry-facing event and WTF, 
ultimately, is a public-facing event. 
And I think the shape that WTF took 
possibly would have been exactly the 
same whether APAM was on or not”. 
(Brisbane Powerhouse Management 
Staff 1, 2014).
Delegate Response to the 
World Theatre Festival
Through the responses to question 
16 in the online survey – “Did you 
experience any other events while 
you were at APAM?” – it was clear 
that 63.35% (178 delegates) attended 
the World Theatre Festival (see Table 
1). This result needs to be tempered 
by evidence that not all delegates 
completed the survey (582 delegates 
received the survey, n = 328 delegate 
responses).
To facilitate the intersection between 
APAM and the World Theatre Festival, 
the Brisbane Powerhouse provided 
discounted tickets to APAM delegates. 
This cost was additional to delegate 
registration costs. APAM bought a large 
number of tickets to provide free to 
key delegates to enable the possible 
presentation of selected World Theatre 
Festival performances, both nationally 
and internationally.
Question 7 in the online survey 
asked delegates to respond to a list 
of statements about APAM, using a 
Likert scale from strongly disagree to 
strong agree. One statement about 
the provision of a parallel performance 
program such as the World Theatre 
Festival elicited the following outcomes 
from the 316 delegates who responded 
to the statements (see Table 2).
This data does not provide corollary 
evidence about the provision of free 
or discounts tickets and perceived 
delegate benefit, or indeed if the 
delegates responding to this question 
were in receipt of such tickets. 
Answer choices Responses
Any World Theatre Festival Performance 63.35% 178
Metro Arts: The Pop-Up Bar & Supper Club 18.86% 53
Metro Arts: Independent Artist Forum 11.03% 31
‘Six Women Standing Against a White Wall’ (Metro Arts) 3.56% 10
‘feel free to Touch Me’ (Metro Arts) 1.07% 3
‘I Should Have Drunk More Champagne’ (Metro Arts) 2.14% 6
‘Look’ (QUT Woodward Theatre) 4.98% 14
Clancestry at QPAC 17.79% 50
Australian Dance Theatre at The Judith Wright Centre for 
Contemporary Arts
17.79% 50
Queensland Theatre Company Performance 7.63% 13
La Boite Theatre Company Performance 4.98% 14
Queensland Performing Arts Complex  
(any performance not as part of APAM or Clancestry)
8.54% 24
Judith Wright Centre for Contemporary Arts  
(any performance not as part of APAM)
18.51% 52
Queensland Art Gallery/Queensland gallery of Modern Art (GOMA) 43.77% 123
State Library of Queensland 6.05% 17
Queensland Museum and Science Centre 4.63% 13
QUT Art Museum 7.74% 21
Other 9.61% 27
Total Responses 281
In survey question 17, delegates were 
asked to identify the reason why they 
engaged with the World Theatre 
Festival. The opportunity to engage 
in a commercial arrangement with 
a performance work programmed 
as part of the World Theatre Festival 
rated the second lowest response (65 
delegates out of 282 responses), as 
follows:


































Q17 What were your reasons for attending 
these extra events? 
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This survey result is elaborated on 
in a comment to Question 21 “The 
Australian Performing Arts Market 
(APAM) is always looking for ways 
to improve. What should the next 
marketplace do differently for future 
events? Please provide a short 
response.”
A number of delegates commented 
negatively about the promotion 
and visibility of the World Theatre 
Festival. The two example comments 
below provide an insight into 
their responses in regard to the 
intersection of the World Theatre 
Festival with APAM:
… an overall sense of a convoluted 
relationship between the 
Australia Council’s current Market 
Development team, APAM and 
Brisbane Powerhouse, which led to 
some unfathomable decisions. In 
particular was the role of the WTF to 
APAM. Whilst this was a significant 
part of the pitch with which the 
Powerhouse gained the tender for 
APAM 2014, the decision by the 
Australia Council to then actively 
obscure information on WTF to 
delegates was infuriating and 
insulting, as a company that had a 
production in the WTF. (Individual 
response to online survey question 
21)
A great opportunity was missed 
to incorporate the program of 
the WTF in the APAM schedule. 
There was no mention of this 
program in the daily schedule 
and/or information in the APAM 
showbag. For the internationals, 
I am sorry to tell you, it became 
known as the “What the F...#?!!” as 
nobody knew what was on, when 
and where. This should be your 
show card, and the program was 
great. [It was] a lost opportunity 
to see full-length work of quality 
and indeed relevance. (Individual 
response to online survey question 
21)
These data sets from one extended 
response question contained in the 
online survey demonstrate that the 
visibility of the World Theatre Festival 
operating as a parallel program was 
low, but that if this was improved 
upon by the Brisbane Powerhouse 
then the commercial opportunities 
for artists in the World Theatre Festival 
could be increased, thereby providing 
an additional point of access for 
national and international presenters, 
agents and producers. 




The Walking Neighbourhood (p.24)




Images (top left to bottom right) courtesy of: Separation Street: Marg Horwell; The Walking Neighbourhood: Melly Niotakis;  
I’m Your  Man: Lucy Parakhina and Performance Space; Long Grass: Lucy Parakhina; dirtsong: The Black Arm Band Inc.; Am I?: Michele Aboud. 
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Perhaps one of the best 
demonstrations of APAM’s 
national and international market 
development outcomes through 
showcasing work to presenters, 
agents and producers is to look 
deeply at a selection of companies 
and artists who presented their 
products at APAM in either full-
length showing (APAM uses the term 
showcase), 25 minute excerpt or 
through pitches. 
This section of the report focuses 
on a group of works that was 
presented at APAM 2014, and which 
had been identified by senior APAM 
staff as providing a balanced cross-
section of organisations at varying 
points in their maturation, along 
with a diversity of presentation 
models as offered by APAM 2014, 
for the purposes of inclusion in the 
evaluation process. The focus is the 
work that was presented rather 
than, specifically, the company or 
individual artists; however, in so 
doing, a range of significant issues 
and some common threads derived 
from the views of each production’s 
representative were brought to light, 
which have been identified at the 
end of this section.   
THE CASE STUDY 
APPROACH
As noted in the research approach 
section of this report, it is anticipated 
that the case studies will provide 
examples of best practice that 
other producers can leverage in 
showcasing their product, developing 
their own national and international 
uptake of product and establishing 
sustainable networks, partnerships 
and collaborations. “Narrative 
accounts can tell us why people 
value cultural experiences and what 
those experiences mean to them, 
rather than just measuring to what 
extent they were affected” (Carnwath 
& Brown 2014, p. 13).
The six productions provide a balance 
of contexts, in terms of the format (in 
either a pitch, 25 minute excerpt, full-
length presentation, or special event), 
the experience of the artist at APAM 
(first time or frequent attendee), the 
art form, the career stage of the artist 
(early, mid- or established), along 
with a gender balance, as well as a 
representation of Indigenous and 
non-Indigenous artists. 
The participation of the case study 
representatives has been voluntary, 
and the aim is to provide valuable 
insights from the arts organisations’ 
perspective into the framing, 
structure and organisation of APAM 
2014 and, chiefly, its efficacy in 
promoting Australian performing arts 
products and, ultimately, the cultural 
and economic value for Australian 
and international delegates and their 
markets. 
Specifically for those organisations 
presenting the case-study 
productions, it is hoped that the 
process of deconstructing APAM 
2014 experience will assist in a 
process of self-evaluation so that the 
successes and challenges for them as 
presenters of work at APAM 2104 can 
be effectively monitored. 
Interviews with key staff associated 
with the product (most usually 
the artistic director, producer or 
general manager) were conducted 
pre-APAM (January 2014) and six 
months post-APAM (August 2014). 
A final interview will be undertaken 
at the 12-month post-APAM interval. 
The data represented in this section 
of the report are a sequence of 
six narratives developed from the 
interviews pre-APAM and six months 
post-APAM. Interviewees have been 
de-identified in accordance with 
the research ethics. This is to allow 
each participant full disclosure in the 
expression of their views without any 
ramification for the individual making 
the comments. 
The companies selected for detailed 
tracking are outlined in Table 3.
The case-study process comprised 
two interviews, the first just prior to 
APAM, using the following sample 
questions: 
1. Can you describe what you 
understand the purpose of APAM 
is?
2. What benefits do you perceive 
will arise for you and your 
performance work from 
presenting at APAM?
3. What outcomes do you want to 
achieve through presenting your 
work at APAM?
4. What are your perceptions on 
Brisbane as the host city and a 
place for the performing arts?
5. What might be the non-
economic impact for presenters 
specifically? 
6. How do you intend to measure 
the impact and value of 
showcasing or pitching at APAM?
7. Does the Market improve 
business practice and business 
prospects for its participants, 
including producers and 
presenters? 
8. Are there new business 
behaviours emerging as a result 
of the Market – new networks? 
Partnerships? New buying, selling 
and packaging behaviours? 
9. From a presenter’s point of view, 
what are the derived benefits 
of the event for producers 
attending the event?
10. What should the next 
marketplace do differently?
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The second interview was conducted 
six months subsequent to APAM, 
using the following sample questions: 
1. Was your presentation at APAM 
part of the company’s marketing 
strategy for the chosen 
production? If yes, what KPIs did 
you attach to it and how/when is 
the outcome reported?
2. What outcomes have you 
achieved through presenting 
your work at APAM? (For 
example, increased interest 
to present the production 
in Australia or elsewhere; 
connections with like companies 
or production; contracting to 
present the production.)
3. Had your production been 
programmed in other Australian 
or international venues/festivals 
before presenting at APAM? If, 
yes can you please elaborate?
4. If the work had been 
programmed in other Australian 
or international venues/festivals 
what do you think APAM 
provided the production and/
or company that you could not 
have done yourself?
5. Six months on from presenting 
at APAM, what do you think 
the most valuable impact or 
outcome has been for your 
production and/or company?
In addition to these interviews, 
a series of vox populi, or very 
short interviews, was undertaken 
immediately after each presentation 
of the identified works in order to 
gauge the feedback from delegates 
as to the impact and efficacy of each 
of the case study presentations, along 
with their sense as to the APAM-
readiness of each work. 
The analysis of each work is 
addressed via these three tiers: 
1. The expectations of, and sense of 
readiness for, APAM; 
2. The delegates’ feedback 
immediately following the 
presentation; and 
3. A reflection six months on from 
APAM.
...the case studies will provide 
examples of best practice that 
other producers can leverage in 
showcasing their product, developing 
their own national and international 
uptake of product and establishing 
sustainable networks, partnerships 
and collaborations.
EVALUATION OF THE AUSTRALIAN PERFORMING ARTS MARKET 2014-2018 | YEAR 1 REPORT 2014 |
21





hybrid arts, theatre: 
Pitch) 
Separation Street takes the audience on an adventure that 
starts with the division of ages – adults going in one direction 
and children in another. Each group undertakes a separate 
theatrical journey within the one performance, experiencing a 
provocative tale from completely different perspectives. (APAM 














and Special Event) 
Take a curated guide around your city with a child as your 
guide … the tour guides collaborate with professional artists 
in a series of workshops to present this intimate event, and 
then invite you to take a walk with people you do not know 
to a place you have never experienced in this way (APAM 










I’m Your Man 
(Theatre: Full-
length production)
For 18 months theatre-maker Roselyn Oades and her trusty 
tape recorder followed a determined young boxer from 
Western Sydney through his preparation for a world-title 
fight. I’m Your Man is the story of who she met along the 
way: past legends, up-and-comers and failed contenders 
whose lives have been irreversibly changed by the fight game. 
Using an innovative headphone-verbatim technique, the 
actors are able to speak the words of real-life boxing legends, 
transporting you into the boxer’s world of sweaty gyms and 










of Long Grass 
(Dance: Pitch)
The distinctive voice of Indigenous choreographer Vicki 
Van Hout probes life at the margins in this powerful new 
dance theatre work and finds warmth, humour and play in 
a situation so often seen as unremittingly bleak. Long Grass 
combines live weaving methods, shadowplay, text, sparse 
video footage and idiosyncratic NT-style dance. As layers of 
cloth are woven, a story unfolds. (APAM Program Guide 2014, 
p. 137)
Pitch Premier in 










Drawn wholly from Aboriginal Australia, dirtsong mixes 
traditional approaches and contemporary songs, existing 
repertoire and newly commissioned music to conjure a 
sense of ‘country’ as not only a geographical place, but as 
encounters, memories, obligations and nature. This is one 
unforgettable experience that inspires the heart. (APAM 










Am I? (Dance: Full-
length production)
Seven individuals seek to re-establish a new civilisation, 
observing the frailties and mishaps of those that have gone 
before them. Religion meets science in this new world order 
and society fluctuates between conflict and harmony. World 
music and cult-like singing collide to create a compelling and 











Separation Street was presented 
as a pitch for APAM 2014, and the 
work’s spokesperson identified that 
a key advantage of participating 
at the Market is the “opportunity 
to showcase your future work” 
(Separation Street spokesperson). 
As an overarching comment, 
presenting a work at APAM affords 
an organisation “the opportunity 
for potential buyers to experience 
the work live is better than us 
communicating by email or Skype … 
there’s nothing that can replace that” 
(Separation Street spokesperson). 
This is a key driver for organisations 
participating in the Market. 
While the pitch obviously does not 
allow for the work in its entirety to 
be experienced by delegates, the 
opportunity for the company to 
discuss the work and to present 
footage from it affords delegates 
significant insight, particularly when 
presented effectively; and comments 
from delegates below (see Delegates’ 
feedback) would indicate that this was 
a successful pitch. Such advantages 
CASE STUDY:
Separation Street 
were articulated in the following 
comment: “… the benefit of being 
able to talk one-on-one with the 
presenters about the rest of our 
touring repertoire … and selling 
some of that work as well” (Separation 
Street spokesperson).
A further crucial aspect of being 
part of APAM for the spokesperson 
was seen as the opportunity “to re-
connect with presenters who we had 
met over the past few years.”
Seen as equally as important is 
the opportunity to connect with 
colleagues in the sector: “being able 
to network and share war stories and 
… you get a really great snapshot of 
where we’re all at and what the issues 
are … with funding and touring and 
making work as well.” Operationally: 
“how we run our organisations and 
resource them ... there are lots of 
interesting conversations around … 
new ways of modelling that in the 
making of the art” (Separation Street 
spokesperson).
The Separation Street’s spokesperson 
commented that APAM affords them 
“a great opportunity to see really 
interesting work in a conference 
setting.” The spokesperson went on 
to say:
 … it is about audience 
development as well, so how 
presenters are building the 
audiences for these new 
contemporary works … how we 
can look at the pre-show experience, 
the show experience, but also 
that post-journey for an audience 
member as well. That is something 
that will be articulated when we do 
a pitch as well … (Separation Street 
spokesperson)
In summation, the spokesperson’s 
comments point to the key 
advantages of APAM, apart from the 
key function to profile work with 
the aim of selling it, as being the 
opportunity not only to “network” 
but also to connect with the national 
conversation regarding the sector. 
These sentiments were echoed by 
most of the other interviewees. 
Delegates’ feedback 
As Separation Street was presented in 
pitch form, delegates obviously were 
looking at the presentation through a 
narrow lens. However, data gathered 
through Vox Pops immediately 
after the presentation show that all 
feedback was positive: “great concept, 





Image courtesty of Marg Horwell
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in concept, execution very inspiring”; 
“development done, talked about 
work and vision, explained new 
partnership”; “well-focused, clear 
ideas, opportunities to talk”; “one 
of the most exciting, an amazing 
gateway into immersive theatre”; 
“Polyglot are established, sense of 
trust, strong musical tie-in, I got it.” 
Six months after APAM
Six months after the presentation of 
Separation Street, the spokesperson 
drew some useful reflections on 
the experience, particularly as this 
was the spokesperson’s first time 
attending APAM:
The overriding sense was that the 
process of picking up work in the 
context of the Performing Arts 
Market is a protracted one, and 
tends to be built over a substantial 
period of time. It is just a matter of 
introducing [the work] at this point 
and it’s on people’s radar for when 
they can actually come and see it. 
(Separation Street spokesperson) 
The spokesperson did indicate that 
progress was made: “now the fact 
that we’ve sort of had the top person 
rather than the person below her, 
who we normally deal with, getting 
excited about the work I think will 
probably make a bit of difference” 
(Separation Street spokesperson).
The spokesperson also felt that 
presenting the work at APAM was 
useful in terms of building brand 
awareness for the company. 
However, it is important to consider 
that APAM is viewed as one tool 
in a range of marketing activities 
undertaken to build the life of a 
performance work. The spokesperson 
posits: “I would think a general 
consensus is that you’re hoping APAM 
is the jewel in the crown, the sort of 
highlight to launch [a product]. And I 
don’t think it operates like that.”
The spokesperson also felt that in 
such a context, full exposure can 
be compromised “because of the 
way pitches are structured and also 
possibly the delegate list at APAM 
as well. I don’t think, specifically, we 
would have had the people in the 
room, necessarily; we needed to take 
it to that next level nationally.”
However, the word-of-mouth 
impact of APAM can be useful, 
in the sense that delegates may 
discuss works they have seen at 
APAM with colleagues who were 
not in attendance, which was also 
a point raised by other case study 
interviewees: “… we are doing a 
development show in a couple of 
weeks, which possibly people heard 
about it at APAM … it might be on 
their radar more” (Separation Street 
spokesperson).
One process that is utilised in other 
performing arts markets that was 
seen by the spokesperson as useful: 
A lot of the time I go to international 
markets. They have, I know it sounds 
daggy, but they have a speed 
dating mechanism where they’ll 
have a range of presenters who you 
can nominate to speed date with, 
where you get fifteen minutes with 
them to spruik your wares, and in 
some of those times … I think the 
presenters will select the people they 
want to meet as well. So it can be 
very specific, the connection you’re 
making with people. (Separation 
Street spokesperson)
A concern by this spokesperson was 
the lack of delegates from Asia: “[an] 
example was Singapore, [which] 
is a big market for specific types 
of Australian work. And they have 
money, but there’s hardly anyone 
from Singapore there, and Indonesia 
had been open to find us the biggest 
new market for people, hardly anyone 
from Indonesia.” 
This company spent “$25,000 on a 
showcase, but you can’t guarantee 
that people are going to be there” 
(Separation Street spokesperson). 
The issue of the costs incurred in 
bringing work to APAM, particularly 
for independent arts organisations 
is a key concern raised by other case 
study interviewees. 
As, at least partly, a result of pitching 
at APAM, “we’ve furthered a relation 
with the West Kowloon Cultural 
District in Hong Kong, which is a 
big arts precinct that [has] been 
developed in Hong Kong, and we’ll 
probably take [another work] there 
In November” (Separation Street 
spokesperson).
The spokesperson also had the 
opportunity to meet up with some 
presenters and colleagues. “We’d 
previously met in Korea to lock 
down some performances that we 
did in May, in Korea, but then they 
had the ferry disaster and had to 
cancel the performance” (Separation 
Street spokesperson). Also, “a bit of 
a better start to relationship with a 
UK presenter and a good meeting 
with some Shanghai-based China 
promoters …” (Separation Street 
spokesperson)
In summary, for the development 
of Separation Street, “APAM functions 
as one tool in our toolbox” 
(Separation Street spokesperson), but 
participation has undeniably allowed 
the organisation to strengthen 
relationships and to develop touring 
outcomes for the work. 
Market Development 
Outcomes 
  Relationship developed 
with West Kowloon Cultural 
District Hong Kong 
  Further meetings with 
Korean colleagues
  Commenced relationship 
with UK presenter 
  Meeting with Chinese 
delegates




This production sat in a unique space 
for APAM. The company, through 
which the work was produced in 
this context, was de-funded and 
therefore the work subsequently 
came to APAM through a producer 
who had worked with the company. 
The work has a strong underpinning 
community cultural development, 
which has not traditionally been 
a strong focus of works presented 
at APAM. The work was developed 
by, and essentially targets, a young 
audience (8–13 years of age), but it is 
not a children’s work in a mainstream 
sense. The spokesperson believes that 
the work was accepted into APAM 
because it already had a production 
history behind it: “There have been 
examples already where the process 
and the final outcome with a season 





Full-length production and Special Event
The foremost aim of presenting at 
APAM was to sell the show, and, in so 
doing, to profile a socially engaged 
arts practice in a market context such 
as APAM, so, from this perspective, to 
showcase a theatre experience not 
typical of that which has previously 
been programmed at APAM. The 
spokesperson articulated that “to 
take the work into the marketplace” 
(The Walking Neighbourhood 
spokesperson) was part of the 
original organisation’s three-year 
strategic plan. 
A key aim was to utilise the 
opportunity to profile the work to 
a diverse audience of delegates: “I 
am pushing for a socially engaged 
arts practice, which is terminology 
that is considered much funkier in 
the contemporary and performing 
arts sector than if I just called 
it community art” (The Walking 
Neighbourhood spokesperson).
For this production, therefore, 
presenting at APAM was particularly 
important in profiling the community 
arts and cultural development 
process into what may be seen 
as a commercial marketplace 
environment. Given that this was the 
spokesperson’s first time at APAM 
it was a significant position to be 
addressing, while recognising “I think 
we’re competing with people like 
really high-end professional theatre 
companies that make work for 
children like Windmill”.
Delegates’ feedback 
This work rated very highly among 
delegates in data gathered through 
Vox Pops immediately after the 
presentation, and received no 
unfavourable feedback. Comments 
included: “readymade show”; “slick, 
well-rehearsed, well-developed”; 
“everything is APAM ready, just 
different stages”; “fun, clear, sense 
CASE STUDY:
The Walking Neighbourhood 
Image courtesy of Melly Niotakis
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of the work and what it could be”; 
“awesome, well-developed, well-
facilitated, well thought out”; “Very 
thought out”, has runs on the board, 
unique project (community process)”; 
“at a level ready to tour, balance to 
the program, refreshing”. 
Six months after APAM
As already articulated, much had 
changed for the organisation that 
was originally involved in presenting 
the work, and even more crucially, 
the spokesperson has since moved 
into a new role with another major 
organisation, but retains a strong 
investment in the work. 
For the particular nature of the 
production, which has been 
presented as a free event in its past 
iterations, the value of presenting at 
APAM was to see “if it would work, 
would be devised and created with 
more children around Australia 
and around the world … there was 
one KPI which was to do [the] work 
internationally in collaboration with 
the local communities” (The Walking 
Neighbourhood spokesperson). 
This particular production has already 
seen success both nationally and 
internationally. It was presented 
in 2012 and 2013, in Darwin (The 
Darwin Festival), Korea and Thailand, 
so the KPI has already been met. It 
will also be presented in Sydney, 
at the Art and About Festival (19 
September–12 October).  However, 
what APAM did afford this work, given 
its history thus far, was “a dedicated 
industry audience” (The Walking 
Neighbourhood spokesperson). 
It is interesting to note that the work 
also secured a further presentation 
for Finland later in 2014, as a result 
of the spokesperson attending an 
international performing arts market, 
which she believes also assisted in 
getting The Walking Neighbourhood 
presented at APAM. 
Market Development 
Outcomes 
  Work presented at Art and 
About Festival, Sydney 
September–October 2014
  Offer to present in Finland 
late 2014
A key aim was to utilise the opportunity to profile 
the work to a diverse audience of delegates: “I am 
pushing for a socially engaged arts practice, which 
is terminology that is considered much funkier in the 
contemporary and performing arts sector than if I just 
called it community art.” 




Given the unique nature of this 
production, a key expectation 
was to have the work seen by 
a large number of national and 
international presenters so that they 
could experience the impact of its 
production technique first-hand. 
The second aim was to introduce 
the artist creator to more presenters 
than is possible outside of an event 
such as APAM. This was felt to be 
particularly important with this work, 
given its development process:
Verbatim theatre is a documentary 
form of theatre that uses the 
words and stories of real people 
as its source material. I work 
with a non-traditional version 
of this form, which I refer to 
as headphone-verbatim. It’s a 
performance technique I have been 
experimenting with since 2001. 
Rather than reciting memorised 
lines, the actors in I’m Your Man 
wear headphones and speak along 
to a sequence of carefully edited 
audio interviews word-for-word. By 






of accompanying a recording with 
absolute precision (including every 
cough and stumble), a curious, 
hyper-real performance style is 
established. While the actors often 
adopt characters with an accent/
background/age/gender obviously 
not their own, the technique 
eliminates the possibility of parody 
or interpretation – a genuine 
concern when dealing with real-life 
material. There is a weightiness that 
comes with being given a story. It’s 
a responsibility I don’t take lightly. 
(Belvoir, 2014)
As this was the artist’s first time at 
APAM, the aim was essentially to 
“make a handful, maybe five or six, 
really meaningful connections”, and 
to have “people who would be happy 
to advocate for the work” (I’m Your 
Man spokesperson) and the artist. 
An objective was also to allow the 
artist to understand how a large 
performing arts market operates, and 
to therefore allow greater influence 
for her in the future: “to open up a 
window for [the artist] to look out 
of into a world that a lot of artists 
are protected from” (I’m Your Man 
spokesperson). 
Furthermore, given the size of 
the touring company (eight), the 
company was also mindful of 
exploring other options, to “look at 
the process and its transferability in 
an international context. So it makes 
for, if you like, a much cheaper direct 
proposition, so she could essentially 
tour herself and her methods and 
apply it internationally to … a range 
of different subjects” (I’m Your Man 
spokesperson).
Delegates’ feedback 
Comments were almost universally 
positive in data gathered through 
Vox Pops immediately after the 
presentation: “already toured, 
track record of touring, ready to 
sell”; “fantastic, great, interesting”; 
“appreciate talent, love of boxing, 
interpretation of people, slow at the 
start but warmed into it”; “polished, 
longer work, good development”; “it 
was finished, evolvable”; “very strong 
use of language”; “super polished, 
well-developed”.
Image courtesy of Lucy Parakhina and Performance Space
EVALUATION OF THE AUSTRALIAN PERFORMING ARTS MARKET 2014-2018 | YEAR 1 REPORT 2014 |
27
Six months after APAM
“APAM is always part of every 
independent artist’s marketing 
strategy whether they know it or not.” 
(I’m Your Man spokesperson)
For this spokesperson, the aim of 
presenting the work at APAM was 
to source an opportunity for the life 
of the program beyond its current 
production history, but also to profile 
the artist or director in front of a 
captive audience of delegates. This 
was felt to be particularly important 
for a work such as I’m Your Man, given 
its unique means of development:
I have sort of a two pronged 
approach: … the one of touring, 
you know, that’s the golden chalice 
that we all chase. The other one 
is just getting somebody’s work 
known by a whole lot of presenters 
who never would have heard them 
before. And I think you know we 
definitely achieved that goal, yeah, 
we definitely did. (I’m Your Man 
spokesperson)
As with The Walking Neighbourhood, 
I’m Your Man has a well-established 
touring history behind it. It was 
initially presented at the Sydney 
Festival in 2012, and then toured 
11 venues nationally as part of the 
Mobile States touring program. 
When asked what opportunities 
or advantages APAM afforded the 
production that it wouldn’t otherwise 
have had, the spokesperson 
suggested:
Even though a national tour is 
an incredible marketing tool for 
any artist, the fact that you are 
presenting at those venues doesn’t 
necessarily mean that more 
presenters are going to come and 
see it. And so the thing is [at] APAM 
you were guaranteed an audience 
of presenters, and that’s national 
as well as international … and it’s 
also this idea that other … directors 
[or] whoever … at APAM …  see it, 
[and] that potentially might trigger 
[them] to think: wouldn’t it be great 
to use this? 
In terms of direct outcomes, there are 
two international touring possibilities 
that have arisen: the Push Festival in 
Vancouver and the Brighton Festival 
in the UK, and also, potentially, a 
regional tour of NSW in 2016. 
“So with these two festivals on 
board, both of whom are headed by 
people who you know, have a great 
reputation for presenting interesting 
work, and therefore other presenters 
are likely to look at their programs 
and say, ‘oh maybe I’ll go do that’. 
It is particularly hard. with the 
Australian dollar being just being 
a bit stronger that it used to be; it is 
much harder to tour stuff overseas” 
(I’m Your Man spokesperson).
The data demonstrate that exposure 




  Offer to present at the Push 
Festival in Vancouver
  Offer to present at the 
Brighton Festival in 
Brighton
  Potential regional tour of 
NSW
“APAM is always 





they know it or 
not.” 




Given that this was the artist’s first 
time at APAM, the decision to attend 
revolved around exposure for both 
the work and, perhaps even more 
strategically, the artist herself. It is 
about “the connections that you 
make with people and being able to 
have ongoing conversations about 
getting your work out there” (Long 
Grass spokesperson). One of the key 
measurable outcomes for the work 
was “the amount of relationships and 
contacts – lasting ones – that we 
create” (Long Grass spokesperson). 
In terms of developing different 
practices in the context of APAM:
It is actually the same conversation 
that you have in your marketing 
shows. Do we pay for collateral or 
do we do it entirely digital? Everyone 
agrees on needing a business card 
as well ... and knowing as well that 
the bulk of people that you try to 
talk to before the pitch will sort of 






pitch. And afterwards we try and 
nab the people who look interested 
and start the conversation with 
them, get them to meet with [the 
artist] outside the pitch, that sort of 
thing. (Long Grass spokesperson) 
While this relatively informal 
approach is undoubtedly effective, 
does it also raise the question as 
to whether formal and dedicated 
marketing training for the artists in 
the context of APAM, in terms of what 
PR and marketing activities will best 
support their pitch to place it in the 
best possible light, is warranted? This 
might seem particularly important 
for organisations such as the one 
presenting Long Grass, who were 
aiming to sell work at APAM for the 
first time.
Delegates’ feedback 
The delegates’ responses to this 
pitch, from data gathered through 
Vox Pops immediately after the 
presentation, were more diverse: 
“video of development gave a good 
sense of the work”; “track record of 
work, articulated well, gave visuals – 
already an outcome”; “good standard, 
all information provided, clear, with 
examples”; “depends on what she 
wants, but now aware of a work that 
has an outcome”; as opposed to 
“never completely ready, but pitch 
wasn’t planned enough, lacked 
clarity”.  These comments perhaps 
further reinforce the need for market 
development training for certain 
presenting companies.
Image courtesy of Lucy Parakhina
It is about “the connections that 
you make with people and being able 
to have ongoing conversations about 
getting your work out there.” 
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Six months after APAM
As the presentation for Long Grass 
was a pitch of a new work in 
development, the experience was 
essentially focused on creating 
exposure for the work and to 
generate interest in its development.
The activity proved successful in that:
… we had serious interest from a 
theatre in Paris … came very close 
to programming it for next year 
… doing an Australian piece. … 
we lost out, but they are still very 
interested in seeing documentation 
of the work’s premiere and are 
looking at bringing it to Europe. And 
we also now, off the back of APAM 
presentation, the work is now going 
to be premiering at the Sydney 
Festival … other serious interest 
[from] regional arts centres who are 
part of a consortium (Long Grass 
spokesperson). 
To be able to stand up there and 
pitch [a] work of that quality and 
have colleagues from around 
Australia … to … build awareness 
of what we do … was really 
valuable ...  I think the fact that they 
had the chance to see the pitch 
presentation, hear more about the 
work and see more footage, and 
also talk to the colleagues about it, 
I think that really helped our case. 
(Long Grass spokesperson) 
Thus, the experience was deemed 
to be extremely positive in terms of 
exposure both for the work and the 
artist: 
I was at the Helpmann Awards 
… and people were meeting 
each other for the first time, and 
someone would go ‘oh yes, I saw 
that at APAM, and they’d refer to 
[the] APAM before the last one. So 
it sort of showed to me that people 
really remember the work that they 
see there, and that it’s a really good 
marker to sort of go ‘yeah, were you 
at APAM?’... It’s almost a mark of 
professionalism, I guess. (Long Grass 
spokesperson)
However, the expense of coming 
to, and presenting at, APAM for an 
independent artist was raised again 
as a significant issue: “Arts NSW [ ] 
would only pay for airfares. So we did 
find enough money for [the artist] 
to … stay one night out of our own 
budget, but we could not really do 
much more … artists only get a day 
pass for the day they’re presenting. 
Whereas it would be really useful, 
and it would have been, you know, 
much better for us to have an 
option of having [the artist] the day 
before and the day after.” (Long Grass 
spokesperson).
For APAM 2016, the company will 
aim to bring the artist for the full 
five days, but obviously this will 
require significant resourcing, and an 




  Interest from Paris buyer
  Offer to present at future 
Sydney Festival
  Offer of tour by regional arts 
centres consortium
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Expectations and 
readiness for APAM 
dirtsong was presented at APAM 
after already having a significant 
production history. The work was 
originally created for the Melbourne 
Festival in 2009 and has been 
presented at The Sydney Opera 
House, QPAC, two seasons at The 
Melbourne Recital Centre and the 
2014 Adelaide Festival. Thus its 
full-length presentation afforded 
delegates the chance to experience 
a mature piece of work: “Obviously 
we wanted to create awareness and 
exposure for the work, but we also 
wanted to get some international 
bookings out of the exercise” (dirtsong 
spokesperson).
It is important to note that the 
company has a strong connection 
with other international market 
networks, so “you’re in a big crossover 
between the other networks and 
APAM … exposure at APAM and 
the context at APAM increased the 








While the work had a little exposure 
at APAM in 2012, “[the company] 
just did a lot of excerpts in fairly 
inappropriate conditions. They had us 
in an outdoor stage and it was all part 
of a cocktail party. And that really did 
not help us terribly much. That is not 
quite true. We got the interest of our 
New York presenter so … that was 
good.” (dirtsong spokesperson)
The opportunity to present the 
full-length work at APAM 2014 was 
therefore seen as an important 
platform for furthering the 
performing life of dirtsong: “Like 
it or not, we believe that the best 
marketing or advertisement for 
the work is experiencing the work” 
(dirtsong spokesperson).
Delegates’ feedback 
As to be expected, the comments 
were highly positive, as seen in 
data gathered through Vox Pops 
immediately after the presentation: 
“Fusion of indigenous culture and 
musicality, extremely high level”; 
“quality of the work – they’re 
awesome”. 
Six months after APAM
Given the full-length presentation of 
dirtsong and the number of artists 
involved:
… there was a little bit of 
preparation work … obviously the 
Australia Council, through their 
international market development 
team, were incredibly helpful and 
assisted greatly. And of course … we 
let everyone we knew to be there, let 
them know that we were planning 
to showcase the work. And a lot of 
people came and responded, so that 
was good. (dirtsong spokesperson) 
Image courtesy of The Black Arm Band Inc.
“Like it or 
not, we believe 
that the best 
marketing or 
advertisement 
for the work is 
experiencing the 
work.” 
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The outcomes of this full-length 
presentation have been concrete 
offers of work coming post-APAM: 
a six-city tour of China in August 
2014; an offer to perform at the 
Georgetown Festival, Malaysia; the 
New Zealand Festival, Wellington; a 
season at the Barbican, London; the 
Push Festival, Vancouver; and Ten 
Days on the Island Festival, Tasmania; 
and possibly a season in Noumea. 
It is interesting to note a comment 
regarding the China tour of the 
work: “… because while the Chinese 
tour presenters weren’t at APAM, 
their trusted colleague made the 
recommendation about the work, 
and that’s how it came about” 
(dirtsong spokesperson). This echoes 
comments made by other case study 
interviewees.
However, while this activity is highly 
advantageous for the company, it is 
also important to note the significant 
cost that presenting a full-length 
work at APAM incurs. For dirtsong, the 
representative valued it at $60,000, a 
figure not dissimilar to the presenting 
of Am I? “It’s a pretty substantial 
investment and obviously we can 
justify that now because it’s paid 
dividends … we’ve got no choice 
really. We have to do it, because 
once you get the opportunity [you 
have to take it when you] can, unless 
we try and sort of get delegates, 
international delegates, to come to 




  Six-city tour of China in 
August 2014
  Offer to perform at the 
Georgetown Festival, 
Malaysia 
  Offer to perform at the New 
Zealand Festival, Wellington 
  Offer of a season at the 
Barbican, London, the Push 
Festival, Vancouver
  Offer to present at Ten 
Days on the Island Festival, 
Tasmania 
  A possible season in 
Noumea 
Note: due to touring and/or 
timetable constraints the anticipated 
initial data collection through 
interview in February 2014 with the 
dirtsong spokesperson could not be 
undertaken. This has not impacted on 
the outcomes of this data analysis.




Given that representatives from 
the company had attended every 
APAM since 2006, the company 
attended APAM 2014 with a clear 
understanding of the nature of 
the Market, and also a solid insight 
into what makes for an effective 
presentation, and how best to utilise 
the machinations of the event.
In light of this, the company 
spokesperson advised that “part of 
the strategy was to make sure I had 
the show as good as I possibly could 
before presenting it at APAM. And 
then, hopefully, with 300 Australian 
delegates and … 300 international 
delegates, that, hopefully, they can 
all get to see the show and buy the 
show, so that the work has a longer 
life. Particularly when it was 14 








The delegates’ feedback was 
unanimously positive, as shown in 
data gathered through Vox Pops 
immediately after the presentation, 
commenting in particular on the 
high standard of production values, 
as well as it being well polished. 
Comments included: “very tight, well-
executed, scripted, high production 
values, set design – moving work”; 
“exquisite, polished, professional, 
thoughtful, provocative”; “polished”; 
“great, good show, very polished”; 
“very high quality, unique, very 
unique Australian flavour”; “visually 
fantastic, professional, scale of the 
work”; “virtuosic performance, great 
lighting, clean and well-established”; 
“high production values”; “clearly 
well-polished, already had major 
presentations”; “definitely completed, 
ready for tour, gone already.” 
Activity 6 months after 
APAM
The experience of presenting a full-
length work for this spokesperson 
was extremely mixed. The positives 
were that the work will be presented 
at the Georgetown Festival in 
Malaysia “as the main dance act” (Am 
I? spokesperson). Furthermore, the 
company now has an agent in the 
USA, which first came about through 
APAM 2012. However, 2014 afforded 
the company the opportunity: 
…to cement our relationship 
with him, and he’s now looking at 
touring Am I? at the end of 2015 
or the start of 2016 in America. 
America is a really, really difficult 
market to get into … we invested in 
paying half his costs to get him over 
here so he was able to meet some 
other people and see our work live 
for the first time, because he’s never 
seen the whole show live. So that 
was beneficial. (Am I? spokesperson)
Image courtesy of Michele Aboud
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The representative from Malaysia 
has also bought another of the 
company’s works for the festival, 
which the company has already 
performed: “People get to know 
your name and then next year [they] 
bring your larger work … he was 
a bit scared about bringing a bit 
work straight away like Am I?… he 
introduced me to the Minister of 
Tourism, the Minister for the Arts … 
so it was a way for me to get to know 
them all, and they really enjoyed the 
work” (Am I? spokesperson).
Furthermore, the company’s German 
agent attended as well: “So he got 
to come over and see the company 
live … and now we’re locking off a 
five week tour November next year, 
November, start of December, for 
Germany, Luxembourg, Stockholm. 
So we are really excited, yeah” (Am I? 
spokesperson).
The spokesperson elaborated on the 
benefits for Australian arts companies 
in securing a European agent: “And 
now having agents, they can help us 
lock off the tours, you know. Because 
in Australia we are so far away and it 
costs so much money to take us all 
over there … and they all know each 
other” (Am I? spokesperson).
A further outcome of presenting at 
APAM was an invitation to perform 
at the 2014 Brisbane Festival. Given 
the short notice and what was felt 
to be an unsuitable venue offered, 
the company was unable to take up 
the offer, but it was another positive 
outcome for presenting at the 
Market.
Conversely, the cost to the company 
was almost prohibitive: 
We invested $50,000 in APAM, which 
is sort of unheard of, and, basically, 
in hindsight, it was actually a 
mistake. We made an error … This 
year at APAM they have moved from 
just doing 25 minute showcases 
to having six that were chosen 
to do a full-length production. I 
think this is a great idea, in theory; 
however, for me, it was actually 
the worst thing that I could have 
done for the development of the 
piece and for my company. It cost 
us $50,000 to take up 14 musicians 
and five technical staff. For one 
week, because all of the flights, 
accommodation for everyone 
… a lot of other companies, they 
don’t pay their performers to 
perform at APAM. Because they 
say it’s market development, but 
I actually have an issue with that 
… So my challenge is that APAM is 
promoting companies to bring their 
artists unpaid because it’s market 
development, but it’s supposed 
to be professional. But … every 
other person who is at APAM is 
paid because they’re under wage 
to some arts organisation … So, 
basically, we lost. The company sort 
of invested fifty thousand dollars 
that we didn’t have and Arts NSW 
… only contributed nine thousand 
dollars towards that fifty thousand 
dollars. (Am I? spokesperson)
The spokesperson went on to 
suggest a different model: “I wanted 
just to invite some key people to the 
Sydney Festival [where the work was 
programmed in 2014] to see it with 
a real audience at the Opera House 
… key people to see it, either at 
the Sydney Festival or the Adelaide 
Festival [in 2014 shortly after APAM], 




  Offer to perform at 
Georgetown Festival in 
Malaysia as the main dance 
act
  Securing of US agent 
  Offer of European tour to 
Germany, Luxembourg and 
Stockholm
  Offer to present at Brisbane 
Festival 2014 (declined)
Note: due to touring and/
or timetable constraints, the 
anticipated initial data collection 
through interview in February 2014 
with the Am I? spokesperson could 
not be undertaken. This has not 
impacted on the outcomes of this 
data analysis.
“Part of the strategy was to make sure I had the 
show as good as I possibly could before presenting 
it at APAM. And then, hopefully, with 300 Australian 
delegates and … 300 international delegates, that, 
hopefully, they can all get to see the show and buy the 
show, so that the work has a longer life.” 
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It must be noted that the 
measurability of the success of APAM 
for the case study organisations is 
opaque. There are a range of factors 
that result in a work being taken 
up by domestic or international 
presenters, of which APAM is one 
significant element. “So the challenge, 
in terms of measuring all these things, 
is that any extra market development 
stuff, and particularly internationally, 
is a long slow burn, and the end 
point is the result of a lot of different 
scenarios contributing to it. They 
do not work in isolation” (Separation 
Street spokesperson). 
As the case study analysis highlights, 
for most of the works analysed 
here there has been a range of 
uptake opportunities, particularly 
internationally. It is, therefore, 
important to note that attributing a 
direct causal relationship between 
companies and independent artists 
presenting their work at APAM 
2014 and improved national and 
international market development 
outcomes in terms of commercial 
arrangements for touring and/
or co-productions is problematic, 
because there are so many other 
variables in this environment that 
cannot be controlled by this study. 
These variables include previous 
presentations in other festivals and 
venues prior to APAM; established 
relationships with presenters, 
agents and producers; and the 
developmental stage of the work in 
terms of full or partial realisation of 
the performance work.
POSITIVES OUTCOMES 
FOR COMPANIES AND 
ARTISTS
Profiling and networking 
Without exception, spokespeople 
highlighted the opportunities for 
both their work and the artists in 
being profiled at APAM, which can be 
particularly potent due to the captive 
audience, the ability to connect back 
with the sector, to experience what 
other work is being developed, and 
to address issues impacting on the 
sector as a whole.
The importance of word-of-mouth 
potential from presenting at APAM 
cannot be underestimated. A number 
of spokespeople specified examples 
where a delegate who had met 
company representatives or seen 
their work at APAM passed their 
experiences on to other presenters, 
who subsequently secured a 
relationship with the company.
CHALLENGES FOR 
COMPANIES AND ARTISTS
Expense incurred in 
presenting work at APAM
A key issue outlined by a number 
of spokespeople is the Catch 22 in 
presenting a full-length work. While 
it obviously affords the best context 
in which to sell a work (in that the 
delegates/potential buyers get to 
experience the whole event, whereas 
an excerpt can be not so potent), the 
cost to present a full-length work, 
particularly for the independents, 
is significant – up to $60,000, 
depending on the size of the cast and 
crew. 
This is a significant concern: 
I am really glad I went to APAM, 
but if I’d had it again I wouldn’t 
have taken the whole company 
up. I would have maybe just taken 
five dancers and the CD recorded 
music. And maybe done an excerpt 
or maybe just gone to APAM and 
met everybody and not done 
anything and saved the company 
fifty thousand dollars. Because 
what that means is that I’ve now 
lost one whole staff member for this 
year. Like we were going to get an 
administrator or a general manager 
all for next year, like we’ve basically 
lost a four-day-a-week person for a 
whole year because of that decision. 
And the other reason, so that was 
a strategic thing, was a risk, and 
it didn’t really pay off. Because in 
theory my agents said that they 
could have sold the piece anyway. 
Like it’s a Catch 22; it is really tricky. 
(Am I? spokesperson)
“I would say that APAM is very much 
set up to benefit companies over 
individual artists” (I’m Your Man 
spokesperson). This comment links 
to the above point, making the 
feeling palpable.  “Financially it’s an 
absolute killer for an independent. 
They foot the bill entirely themselves 
… then they spend a lot of money” 
(I’m Your Man Spokesperson). Another 
point of consideration raised by 
a spokesperson: “We would be 
interested to [see] if one sort of show 
is easier to support than another … 
(I’m Your Man spokesperson).
This issue needs to be contextualised 
within the stage of development of 
the work being presented – for those 
who presented a full-length work; the 
presentations were obviously well-
seasoned, although there were some 
challenges in terms of the venues 
and production values.
Consolidated Reflections from 
the Case Study Analysis
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A further factor in this issue is artists 
performing without being paid 
to do so. How does this sit within 
the context of the Market aiming 
to uphold the highest professional 
standards? 
Market Development and 
Readiness
A number of pitches, not only those 
addressed here in the case study 
analysis, highlighted that while the 
experienced companies, those who 
were well-versed with the APAM 
experience, worked highly effectively 
within the Market context, for 
others it was evident that a greater 
understanding of this context was 
key. One possible strategy that could 
be implemented is that significant 
market development training be 
offered for those organisations 
presenting in the pitch format for 
future APAMs, for example, utilising 
the excellent Market Development 
Skills Resources available through on 
the Australia Council website. 
These comments from a senior 
APAM staff member consolidate this 
request: 
I have noticed through all 
the submissions of artists 
and producers, their market 
development strategies, that is, 
whether they have them or not. 
It is my view, and I know, coming 
from the market development 
section [of the] Australia Council, if 
you do not have a decent market 
development strategy, even if you’re 
one performer and you get a tour ... 
nothing’s going to happen long-
term. So, to me, it is a big marker 
to look at a company and see the 
development ... or even their opinion 
of what their market development 
strategy is, and see if that company 
is any different to one that has 
a lower ... level of importance to 
market development. Those ones 
with strong market development 
strategies are the ones getting the 
tours, the ones that repeat tours, the 
ones that form those really strong 
networks … and keep going. That’s 
one indicator, and I know I don’t 
know how you measure that. (APAM 
Staff Member 1, 2014)
Strategic engagement with 
delegates from Asia 
The Brisbane Powerhouse tender 
document for APAM 2014, 2016 and 
2018 states that: 
The Brisbane Powerhouse has 
considered the broader strategic 
issues facing all arts organisations, 
ie, our response to the shift in 
balance in the world to what 
has been described as ‘the Asian 
Century’. (Brisbane Powerhouse 
2011, p.5)
The interim report (May 2014) has 
already suggested that better models 
of engagement, communications 
and strategy be employed to capture 
delegates from the Asian region, 
this was an issue also referred to by 
certain case-study spokespeople. The 
spokesperson for Separation Street 
suggests:
… because of our key export 
avenues, we have got key markets 
that have been identified that 
people want the arts to be in … if 
we have got a group of delegates 
from Korea or we’ve got a group of 
delegates from Indonesia, [we want] 
to be able to have an informal drink. 
Perhaps a panel or something that 
they can see a bit about what is 
going on in their country and what 
their festival is like. And I can walk 
away going ‘Oh I know more about 
that festival now because of that.’ Or 
there is a person in Austrade there 
– they are the ones I need to suss 
out when I go over there. And just to 
equip people with knowledge a little 
bit better.
Furthermore:
Singapore is a big market for specific 
types of Australian work. And they 
have money there, but there’s hardly 
anyone from Singapore there, and 
Indonesia had been open to find us 
the biggest new market for people 
– hardly anyone from Indonesia. 
(Separation Street spokesperson). 
One possible 
strategy that could 




offered for those 
organisations 
presenting in the 
pitch format for 
future APAMs
EVALUATION OF THE AUSTRALIAN PERFORMING ARTS MARKET 2014-2018 | YEAR 1 REPORT 2014 |
36
SECTION TWO
Evaluation of the exchange 
ideas, dialogue, skill 
development, partnerships, 
collaborations and  
co-productions and networks 
with local and  
international peers
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One key research aim will be 
unpacked in this section of the report:
  Evaluation of the exchange 
ideas, dialogue, skill 
development, partnerships, 
collaborations and co-
productions and networks with 
local and international peers.
The evidence will be reported in 
three ways:
1. Identification of the Market as a 
site for networking that leads to 
commercial outcomes, drawn 
from the interview data of APAM 
staff, Brisbane Powerhouse 
management, key stakeholders 
and delegates in the online 
survey
2. Attraction of the Market for 
national and international 
presenters, agents and producers 
to develop partnerships, 
collaborations and co-
productions, drawn from the 
focus group of national and 
international buyers and APAM 
staff
3. Positioning and support of 
Aboriginal and Torres Strait 
Islander companies and artists.
APAM AS A SITE FOR 
NETWORKING TO BROKER 
COMMERCIAL OUTCOMES
To provide greater detail regarding 
the value of the Market, the online 
survey of delegates included the 
question: “What made you decide to 
attend APAM in 2014 (see Q9).
Question 18 (What was the most 
valuable experience for you in the 
APAM program?) resulted in 120 
comments focused specifically on 
networking. Other areas of interest 
were meeting with international 
delegates (110) and pitch sessions 
(23), which supports the importance 
of the Market as a commercial and 
promotional venture, as articulated 
by APAM staff and stakeholders.
Specific comments of interest in 
response to Question 18 include: 
Meetings with national and 
international colleagues for 
projects already in development 
and random chance encounters 
with international delegates.
It gave me a clearer understanding 
of how my work fits in to the cultural 
market at the moment and stressed 
the importance of having a global 
trajectory. I have since restructured 
my work to give it a clear narrative 
and make it tour ready. 
I learned how to do it better 
‘next time’ and now know that a 
booth is not worthwhile for our 
organisation. 
The importance of the networking 
aspect of the Market to delegates 
is also echoed in interview data 
gathered from Brisbane Powerhouse 
management and key stakeholders. 
This is most evident in the following 
evidence:
Artists build a network. They can 
benchmark their own practice 
against the  practice of 
others. Build a relationship that 
serves them for life. It is about  
relationships, it’s for personal 
development, it’s networking 
relationships, it’s them potentially 
co-producing project opportunities, 
collaboration opportunities, 
partnerships, exchanges, sales. 
(APAM Stakeholder 1, 2014)
For the artists, it is a great 
opportunity for them to be able 
to network, to be able to show 
their work, to be able to have that 
opportunity. A lot of artists don’t 
have the resources to market 
themselves to internationals, to 
market themselves in the right 
spaces, so the Australia Council 
provides this forum whereby 
that’s what can happen, that they 
have this amazing international 
networking and performance 
opportunity. If their work’s good 
enough, they’ll be selected, and 
they can go overseas. (Brisbane 
Powerhouse Management Staff 2, 
2014)
It is networking – having 
those quick meetings and the 
confirmations. The more intangible 
stuff is the relationships that 
you develop long term. (APAM 
Stakeholder 2, 2014)
The data demonstrate that there 
is a strong reciprocal relationship 
between the opportunities for 
networking at the Market whether 
the company or artist is presenting 
their work in one particular year. The 
data demonstrate how APAM affords 
artists the opportunity to invest in 
ongoing relationships that allow the 
artist to develop a commercial and 








Q9 What made you decide to attend APAM 
in 2014?  
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The value of the Market for delegates 
is much richer than operating 
for commercial exchange and 
networking. The below graph 
demonstrates the variety of ways in 
which APAM is valued by delegates, 
with the criteria of “performing 
arts sector engagement” valued 
by 96.76% of respondents, and 
“economic development” rated at 
44.01%: 
Unlike other Markets, which welcome 
the inclusion from outside the 
country in which the Market takes 
place, the focus of APAM is solely 
on the presentation of Australian 
performance works, both Indigenous 
and non-Indigenous, that are ready 
for national and international touring.
This section of the report presents 
data from the buyers’ (presenters’) 
focus group conducted during APAM 
2014, as well as interview data of 
APAM staff, Brisbane Powerhouse 
management and key stakeholders, 
to present a consolidated view about 
the value of the Market for national 
and international presenters, agents 
and producers.
As demonstrated in the section about 
the positioning of APAM, two key 
reasons for engagement emerged 
– the commercial aspect and the 
opportunity to build long-term 
relationships with Australia artists and 
companies. This is highlighted again 
in the interview data from APAM staff 
and national presenters, agents and 
producers, as seen below:
It has a commercial element to 
it where artists and companies 
actually have to look at their 
work as a product to sell. The 
international connection represents 
an event in an international circuit 
of similar events. It provides an 
opportunity, primarily for Australian 
artists, to show their work to people. 
There seems to be an international 
migration from market to market 
to look at different products. (APAM 
staff member 1, 2014) 
We are building a series of 
relationships as well that are 
not necessarily about trying to 
sell the shows we are creating at 
the moment or that we have in 
repertoire but actually looking to 
see how we build relationships that 
could in turn be future commissions. 
That might be collaborations with 
other artists that might be actually 
presenters and festivals down the 
line. (Presenter 1, 2014)
One of the international presenters 
attending APAM noted the importance 
of face-to-face engagement with 
Australian artists and companies. He 
stated: “The reason that I am here is to 
see the work in context rather than in 
Europe or on video, to meet people. 
To have spontaneous conversations 
that are enabled by an environment 
like this” (Presenter 2, 2014). The 
contextual nature of viewing the 
performance work was supported by a 
national presenter in the focus group, 
who stated it was critical to see the 
work with an audience to judge the 
audience reception of the work and its 
transferability in other contexts outside 
of Australia. The presenter stated:
It is really important to see work 
in context, as we’ve just said, so to 
understand the landscape of how it 
fits, to look at patterns and trends for 
presenters and audiences. You get so 
much more information from seeing 
an audience reaction, even though 
this is a segmented market, that is, 
these are predominantly presenters 
and artists seeing the work. It is not 
a traditional audience, but you get 
a vibe, you get to understand the 
reaction. (Presenter 3, 2014)
An international presenter made 
mention of the importance of 
establishing long-term relationships 
that may begin at other international 
Markets or festivals that can be 
deepened at APAM to develop more 
sustainable outcomes for Australian 
companies and artists. He stated that 
APAM allows for:
… longer term planning, which 
means you can be more agile because 
you don’t have to have a rush to make 
it work. Also from the point of view of 
the type of funding that Australian 
artists have in different tiers you 
can work recruit partners to make it 
some kind of a touring circuit, not in 
a formal sense, so then artists based 
in Australia can justify spending the 
money and go three different places 





Performing arts sector engagement
Cultural diversity and diverse cultural practices
Social cohesion
Q10 What do you believe is the value of 
APAM?  







ATTRACTION OF THE 
MARKET FOR NATIONAL 
AND INTERNATIONAL 
PRESENTERS, AGENTS 




APAM sits within a context of other 
Markets internationally. Other Markets 
include International Performing 
Arts for Youth (IPAY) and American 
Performing Arts Presenters (APAP), 
both annual showcases/conferences 
held in the United States of America; 
Performing Arts Market in Seoul 
(PAMS), held yearly in October; 
and International Society for the 
Performing Arts (ISPA), which holds 
two Congresses every year – one 
in New York and one in a different 
region of the world.
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The presenters in the focus group all 
agreed that the purpose of attending 
APAM was to “see work in context, 
showing [their] own work, and 
communicating with other presenters 
and artists about what it is we are all 
doing” (Presenter 3, 2014).
All the presenters in the focus 
group recognised the commercial 
nature of the Market. However, two 
presenters (one national and one 
international) made note of how 
they position themselves within 
the Market: “It is not a product we 
are talking about, it is work made 
by people and calibrating it [the 
performance work], for an audience’s 
response is the job of a curator. I 
do not go around calling myself a 
curator” (Presenter 1, 2014). Presenter 
3 supported this position by saying 
“I think the language is important, 
curation, in the etymological sense 
of taking care” (Presenter 3, 2014). 
Presenter 1 extended this comment 
by saying “… ideally it is based on 
a relationship with an artist, and 
knowing why you are presenting, 
rather than just putting on the show 
and hoping you sell enough tickets, 
or raise enough money to sell it, 
that you can represent that work to 
your colleagues and to an audience” 
(Presenter 1, 2014).
The presenters also made mention 
of how APAM differed from other 
international Markets they had 
attended:
… the North American one is 
like sitting in a booth. However, 
this [APAM] is a kinder kind of 
performing arts Market, because 
it’s quite sociable and it’s not like 
trawling through a trade show. 
(Presenter 1, 2014)
The North American Market is pretty 
brutal. The presenter/curator will 
stand there and say ‘what have you 
got, how much does it cost, how 
many shows can you do, when can 
you be here?’ and I actually love 
that directness and that honesty. I 
appreciate and respect that honesty 
and I would much rather that here. 
There is a lot of protectionism here 
[from Australian companies and 
artists]. (Presenter 3, 2014)
The presenters recognised the 
importance for companies and artists 
in having a variety of engagement 
strategies to build relationships 
in different environments. The 
presenters also noted that Australian 
producers can sometimes be 
hesitant about selling their work. 
This hesitation was described by one 
presenter as a “wall of protectionism 
that can be disadvantageous for 
Australian artists” (Presenter 3, 2014). 
The same presenter went on to say: 
“what I need is confidence from a 
producer to have a conversation 
about work. I want them to express 
their opinion very directly” (Presenter 
3, 2014).
POSITIONING AND 
SUPPORT OF ABORIGINAL 
AND TORRES STRAIT 
ISLANDER COMPANIES 
AND ARTISTS
This section of the report presents 
data from the Indigenous delegate 
focus group conducted during APAM 
2014, as well as interview data of 
APAM staff and key stakeholders, to 
present a consolidated view about 
the positioning and support of 
Aboriginal and Torres Strait Islander 
companies and artists as both 
delegates and producers.
The data demonstrate three very 
notable outcomes for Indigenous 
companies and artists in the delivery 
of APAM 2014. These outcomes are:
1. The highest Indigenous content 
in any APAM program to date.
2. The first time a formal mentoring 
program, called Blackfella 
Bootcamp, has been run in 
conjunction with the APAM 
program for Aboriginal and 
Torres Strait Islander companies 
and artists.
3. The first time APAM had an 
Aboriginal and Torres Strait 
Islander program producer as 







One possible strategy that could 
be implemented is that significant 
market development training be 
offered for those organisations 
presenting in the pitch format for 
future APAMs






“This is the highest ever Indigenous 
content in any APAM program. 
Twenty to twenty-five per cent of the 
program was Indigenous content” 
(APAM Stakeholder 2, 2014).This 
increase can be directly attributed to 
“[a] dedicated sector development 
that began after APAM 2010, in 
which there was recognition from 
the Australia Council for the Arts 
of the paucity of presentations by 
Indigenous companies and artists. In 
the Australia Council for the Arts this 
strategy began with the appointment 
of an Indigenous Program Officer 
who identified that there was a very 
small pool of blackfellas as delegates 
at APAM 2010, and we realised [a] 
really specific-to-Market development 
was required” (APAM staff member 
4, 2014). As part of APAM’s delivery 
model, it is important to “ensure 
we’re working in a decolonised way 
by reflecting the diversity of our 
population, but also reflecting the 
demand for performing arts from 
international buyers” (APAM staff 
member 4, 2014).
Part of the strategy was to demystify 
APAM for Indigenous companies and 
arts, and to enable the performing 
arts works to become more visible 
and more marketable in national 
and international contexts. This is 
highlighted in the following interview 
comment:
In the past four years I have 
seen much more savviness and 
business models [from Indigenous 
companies and artists] that 
are structured around APAM 
in the broader arts sector. And, 
in particular, in the Indigenous 
performing arts sector we have seen 
companies like Black Arm Band 
and Vicki van Hoot go through this 
process of being on the outside to 
being in a Market and penetrating 
[it], to be really competitive … in 
APAM. (APAM staff member 4, 2014).
From this data it is important to 
note that both companies/artists 
mentioned – Black Arm Band and 
Vicki van Hoot – presented at APAM 
2014. Black Arm Band presented a 
full-length work (showcase) with 
their work dirtsong, and Vicki van 
Hoot presented a pitch of Long Grass, 
demonstrating that the dedicated 
marketing strategy for Indigenous 
artist by the Australia Council for the 
Arts was realised in APAM 2014 and 
has been successful. The positivity 
around the greater inclusion of 
Indigenous work was noted in 
the Indigenous Delegate Focus 
Group and can be captured in one 
comment: “I just want to say that for 
my third APAM this is the first time it 
did not feel like an Anglo Performing 
Arts Market” (Indigenous Delegate 
Focus Group Participant 11, 2014).
The presentation and profiling of 
Indigenous performing arts in APAM 
is crucial in terms of developing 
international commercial outcomes 
for companies and artists to allow for 
greater sustainability. It also allows 
APAM to showcase to “international 
buyers what makes Australia really 
unique, which is Indigenous art” 
(APAM staff member 4, 2014).
As part of the ongoing sector 
development for Aboriginal and 
Torres Strait Islander companies and 
arts, the formal mentoring program, 
called Blackfella Bootcamp, co-
ordinated by the Australia Council 
for the Arts, was embedded in the 
APAM 2014 program, which included 
pre- and post-APAM engagement 
activities for Indigenous delegates. 
This strategy arose from the research 
undertaken prior to APAM 2014 by 
the Indigenous Program Officer 
from Australia Council for the Arts 
and there was an identification of 
“the huge amount of product at 
a standard of export readiness or 
almost export readiness” (APAM staff 
member 4, 2014). However, there 
were “gaps in the infrastructure 
surrounding those companies for 
them to have the capacity to respond 
to international touring demands” 
(APAM staff member 4, 2014).
The greater inclusion of Indigenous 
performing arts in APAM allows for a 
much more nuanced understanding 
of what contemporary Aboriginal and 
Torres Strait Islander identities can be 
for both national and international 
presenters, agents and producers. 
This concept was also supported 
by a number of participants in the 
Indigenous delegate focus group, in 
which participants noted the need 
for greater contextualisation of the 
Indigenous performing arts:
[The Indigenous panel] should 
not have been made optional, 
that panel … was a panel about 
language and setting terms of 
reference for, or people who set the 
terms of reference for themselves. 
That conversation would have been 
wonderful to have straight up, with 
every delegate in the room. So then 
when they came to other Aboriginal 
and Torres Strait Islander works 
they would have understood more. 
(Indigenous Delegate Focus Group 
Participant 1, 2014)
Indigenous Delegate Focus Group 
participants believe that there was a 
missed opportunity for delegates to 
engage deeply with Aboriginal and 
Torres Strait Islander arts practices 
by not making an overt link with 
Clancestry performances, panels and 
talks that were programmed at the 
Queensland Performing Arts Centre 
(QPAC) in the same time frame as 
APAM 2014:
There was an opportunity missed 
for our brothers and sisters from our 
sector to participate in those. Quite 
a number of delegates have said to 
me [that] they did not know they 
were on, and if I had not … told 
them they were on they would not 
have known to go. I think QPAC and 
APAM could have a conversation 
and bring those things together. 
(Indigenous Delegate Focus Group 
Participant 3, 2014)
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INCLUSION OF AN 
ABORIGINAL AND TORRES 
STRAIT ISLANDER 
PROGRAM PRODUCER IN 
THE STAFF TEAM
As part of the staff profile for APAM 
2014, the Indigenous Program Officer 
from the Australia Council for the 
Arts was seconded to the APAM 
staff team. The reason for taking this 
approach was to “embed Aboriginal 
and Torres Strait Islander protocols 
and people and representation and 
practice throughout APAM so [that] 
it is an integral part of core business” 
(APAM staff member 4, 2014). 
This affirmative action strategy 
to actively recruit an Indigenous 
program producer into the APAM 
staff team supports the action plan 
and commitment of the Australia 
Council for the Arts to first nation’s 
people. APAM Stakeholder 1 noted: “I 
am hoping that we [APAM] are a role 
model to the local institutions around 
the project with their local Aboriginal 
and Torres Strait Islander leaders” The 
same stakeholder went onto say: “it is 
very important to us at APAM to say 
to them that you are on Aboriginal 
and Torres Strait Islander country” 
(APAM Stakeholder 1, 2014).
Crucially, having an Aboriginal 
and Torres Strait Islander program 
producer in the APAM 2016 staff 
team needs attention immediately 
to ensure that the momentum 
developed in the delivery of APAM 
2014 continues. This is highlighted 
the interview data:
… the position of an Aboriginal 
program producer needs to be built 
into their [APAM] core business. I 
am on secondment from Australia 
Council. That means Australia 
Council has actually paid my 
wage. So APAM needs to factor 
in additional costs to have an 
Aboriginal person on staff. If you are 
working with Indigenous content or 
Indigenous peoples going you need 
an Aboriginal person. (APAM staff 
member 4, 2014). 
An interviewee commented on 
shifting APAM from Adelaide to 
Brisbane that: “… the shift has given 
it an opportunity to reframe the 
way that APAM is delivered around 
this kind of idea, of Aboriginal and 
Torres Strait Islander representation, 
protocol and voice being at the core 
of APAM” (APAM staff member 4, 
2014).
The inclusion of Aboriginal and Torres 
Strait Islander peoples in the staffing 
profile should be extended beyond 
a single Aboriginal and Torres Strait 
Islander program producer in the 
team. A participant in the Indigenous 
Delegate Focus Group suggested 
“integrating that into more Blackfellas 
in the volunteers” (Indigenous 
Delegate Focus Group Participant 5, 






“… the shift 
has given it 
an opportunity 
to reframe the 
way that APAM 
is delivered 
around this 







at the core of 
APAM.” 
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SECTION THREE
Improving the  
APAM delivery model 
for 2016
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As stated earlier in this report, APAM 
moved to the Brisbane Powerhouse 
for the 2014 iteration after being 
housed at the Adelaide Festival 
Centre for eight iterations. Gaining 
an insight into how successfully the 
new venue managed this complex 
event is a key area of investigation 
throughout the evaluation process: 
THE MULTI-VENUE 
APPROACH
Question 21 (The Australian 
Performing Arts Market is always 
looking for ways to improve. What 
should the next marketplace do 
differently for future events?) 
generated 112 comments out of a 
total of 257 and pertained to the 
difficulties of a multiple-venue 
Market. Some respondents clearly 
stated that they felt that only one 
venue should be used, some stated 
they felt APAM should shift to the 
Queensland Performing Arts Centre 
(QPAC) precinct, and others felt that 
it was more a case of insufficient 
communication or transport being 
provided to make the multi-venue 
approach workable. 
It is important to note that, for the 
most part, the key area of concern 
was the logistics of moving from one 
venue to another rather than the 
actual multi-venue model itself. 
Question 13 (APAM 2104 was a multi-
venue event. How difficult was it to 
move from venue to venue during 
the day’s program?) crystallised the 
difficulty: 
A further issue of concern was the 
inefficacy of the tent operating as 
either the hub for the Market, or as 
the venue for pitches. In response 
to Question 21 (What should the 
next marketplace do differently for 
future events?), the tent was cited 
73 times as a negative venue as the 
hub space, largely because it was 
not air-conditioned, which meant 
that the pitches weren’t shown to 
their greatest advantage and many 
delegates exited the venue because 
they could not tolerate the heat. 
Finally, the following is an indication 
of the level of probable “repeat 








Q15 How do you rate Brisbane Powerhouse 
as the host venue for APAM 2014?   
(Rated on a scale of 1-10, 1 = lowest, 10 = highest; 















The graph demonstrates that the 
largest percentage (22.76%) rated the 
venue as 8 out of 10. However, while 
it will be demonstrated that many 
participants enjoyed the Brisbane 
Powerhouse as a venue, as will be 
shown in further data interpretation, 
there was a considerable number 
of negative comments about the 








Q13 APAM 2014 was a multi-venue event. 
How difficult was it to move from venue to 
venue during the day’s program?   
(Answered: 312, Skipped: 16)
2%
Very easy
While there is a significant level of 
negative commentary demonstrated 
in the survey, 54.25% of respondents 
stated that they would return to 
the 2016 iteration; however, over a 
quarter of respondents (27.45%) were 
not sure, which is an issue that needs 








Q19 Do you think you will come back to 
APAM in 2016?   
(Answered: 306, Skipped: 22)
It depends on funding
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Indigenous culture means in an 
Australian context, and can, therefore, 
“read” Indigenous work from a more 
sophisticated perspective.
APAM needs to be profiled for 
Indigenous arts organisations so 
that the Market is embedded in their 
business strategies. 
To maximise the opportunity of 
employment of Aboriginal and Torres 
Strait Islander peoples during APAM, 
it was suggested in the Indigenous 
Delegate Focus Group that APAM 
may like to think about engaging 
Indigenous catering companies.
2. Re-framing APAM’s 
function and its delivery 
As was highlighted in the Macdonnell 
report, a re-consideration of the 
APAM model is timely, particularly 
in light of the economic shifts 
impacting on global and domestic 
markets, along with the need to 
consider different business models 
(Macdonnell, 2010, p.3). This re-
framing becomes crucial to the 
manner in which the event is then 
delivered: is it a conference, a 
marketplace or a festival? The lack of 
clarity felt by many delegates for the 
2014 iteration led to a range of issues, 
particularly operational, in terms of 
how the event was conceptualised 
and run. For example, if it were a 
conference, all travel would have 
largely been organised for delegates, 
alleviating significant levels of 
frustration.
A crucial aspect in this clarification of 
APAM’s role is the Keynote Address, 
the inclusion of which suggests a 
conference model rather than a 
festival. However, the Keynote was a 
source of contention for a number 
of delegates; there were 11 negative 
comments specifically pertaining to 
the Keynote Address in the responses 
to Question 21.
In short, the Keynote needs to 
be more clearly framed. What it 
its purpose in the context of a 
performing arts market? 
Macdonnell’s report recommended 
the shift from a market to an 
exchange – the tender from the 
Powerhouse echoes this through 
the suggested re-naming of the 
event to Performing Arts Exchange 
Australia (PAXA). While this re-
branding has not been instigated, it 
is clear that the venue has looked to 
ways of providing APAM 2014 with a 
“wider brief than buying and selling” 
(Macdonnell, 2010, p.5) through the 
range of networking activities offered 
in 2014, which may require further 
conceptualisation and consolidation 
for 2016.
The following comments from two 
APAM staff members highlight that 
perhaps greater conceptual thinking 
around the event in regard to its 
framing is required for 2016:
[APAM] is a market. I know there’s a 
whole lot of other kinds of debate 
about what it is, and I get that, and 
there’s absolutely room for that; 
however, in order to function doing 
this job, I always have to remember 
it’s a market, and then everything 
else serves that, that networking 
and that cross-pollination with 
everyone can happen as long 
as I remember it’s a market … if 
someone asked me outside of our 
sector and outside of APAM, “What 
is APAM?”, I would say it’s a market. 
A buy and sell market. (APAM staff 
member 2, 2014)
RECOMMENDATIONS
From this overview of key aspects of 
APAM 2014, the research team has 
consolidated the data into a series of 
emergent narratives. 
1. Indigenous focus to 
remain central 
The inclusion of Indigenous work and 
delegates should be consolidated as 
core business for APAM.
A key instrument in achieving long-
term efficacy is to formalise the 
Aboriginal and Torres Strait Islander 
programming producer role in APAM. 
For 2014, the role was a seconded 
position from the Australia Council. In 
future, the role needs to be built into 
the core business of APAM itself, that 
is, an APAM appointment. 
Furthermore, it would be 
advantageous to employ more than 
one Indigenous staff member, and 
include Indigenous volunteers so 
that there is an integral Indigenous 
presence across the Market. 
So that the momentum gained in the 
inaugural Blackfella Bootcamp can 
be built upon in 2016 and beyond, 
the Bootcamp should be a consistent 
component of APAM. 
Indigenous protocols need to be 
embedded into the processes of 
APAM, not only in obvious areas 
like the Welcome Ceremony (and 
note that the Welcome to Country 
should be presented before all other 
activities) but also via the inclusion 
of Indigenous staff on the curatorial 
panel, and on panels during APAM 
itself. It is interesting to note that the 
Opening Ceremony was consistently 
rated as a highlight of APAM for 
delegates interviewed as part of the 
vox pops. 
The international and national 
contextualisation of Indigenous 
work is necessary so that delegates 
have an understanding of what 
The inclusion of Indigenous 
work and delegates should be 
consolidated as core business 
for APAM.
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And if we were really getting 
the best of the best in terms of 
international delegates, I know we’re 
supposed to be saying that APAM is 
the best of Australian performances, 
but is it really what international 
targeted delegates, buyers want? 
And that then begs the question 
of: is [a] marketplace such as this 
even relevant anymore. (APAM staff 
member 1, 2014) 
While a significant number of 
delegates participated in the 
World Theatre Festival  (63.35% of 
respondents), the two events require 
greater interface if the double 
presentation model is to be truly 
productive. A number of APAM’s 
full-length presentations could be 
programmed as part of the Festival. 
This may mean that a greater number 
of full-length presentations overall, 
throughout APAM, are possible. The 
request for which was a consistent 
comment throughout the survey. 
It would be worth addressing the 
possibility of presenting APAM 
2016 at another time of year. The 
consideration of presenting in 
September, so as to align with the 
Brisbane Festival, for example, was 
raised a number of times throughout 
the survey. For example:
... Brisbane offers a real challenge 
for a focused market and needs 
to be addressed. Also, if you are to 
continue as an Australian market 
showcasing to internationals 
then there needs to be a 
different approach to attracting 
international buyers. There simply 
were [not] enough there to make it 
worthwhile. Agents are good (not 
sure who was subsidised) from 
Canada and North America, but 
they attend because of self-interest 
and connections already extant 
and mature with certain companies 
here. We need significant festivals 
and networks from Asia, Europe, 
Latin America and North America 
to grow interest and potential 
presenting possibilities, otherwise 
the artists and ensembles (the 
largest investors in APAM) are not 
getting a return and will not come 
again unless the balance swings 
more from a large delegation to 
a buying delegation. (Individual 
response to online survey question 
21). 
… various international colleagues 
commented this to me. The 
market is changing rapidly, and 
APAM feels a bit stuck – maybe 
something to consider for 2016. I 
was party to discussions about how 
Australia isn’t interested in cultural 
exchange as the ‘market’ and ‘sales’ 
focus dominates. Despite many 
Australians working in partnerships 
abroad, there is little evidence of 
interest in those other countries/
cultures by Australia at APAM. 
(Individual response to online survey 
question 21).
In summary, the key areas to be 
addressed here are: 
  Targeted market development 
activities that generate touring 
  Partnership, skill and artistic 
development outcomes for 
Australian artists and companies
  Presentation and quality of 
product
  Profiling of product – the 
opportunity to present a work 
in its entirety is obviously 
advantageous; many comments 
from the on-line survey requested 
a greater number of full-length 
presentations as opposed to 
25 minute excerpts. Should 
the balance of full-length 
presentations versus excerpts be 
reconsidered? 
  Networking
  Adroitness and responsiveness to 
sector needs.
It can be seen, therefore, that the 
Brisbane Powerhouse needs to 
develop a much stronger sense 
of hosting APAM. This feeds into 
the third narrative: Logistics and 
communications in a multi-venue 
approach. 
A number of APAM’s 
full-length 
presentations could 
be programmed as 
part of the  
World Theatre 
Festival. 
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3. Logistics and 
communications in a 
multi-venue approach:
From the feedback, the areas 




Greater “housekeeping information” 
for delegates is required, especially 
prior to arrival at the Market, both in 
terms of the layout and timetabling 
of activities (for example, advising 
delegates of distances between 
venues, with enough advance 
warning so that people can organise 
meetings and factoring in this travel 
time), but also about Brisbane itself 
as a location, as well as transport 
options and cost, food options and 
cost, and so on.
Ensure that the program is 
disseminated early enough prior to 
the actual Market so that delegates 
have time prior to arrival to set up 
meetings.
A more efficient layout of the 
APAM space, particularly regarding 
booths, which need to be more 
visible more central to flow of traffic 
and “permanently” located for the 
duration of the Market.
Consider programming one day 
per venue, and, where possible, 
avoid programming activities 
simultaneously, which led to a drop in 
attendances for many presentations 
at APAM 2014.
An APAM “bible” containing 
necessary information on shows and 
presenters, logistical information, 
tourist information, transport and 
accommodation details, map, 
expenses, restaurants, and so on, 
would be of enormous use to 
delegates.
More obvious and frequent signage 
across all aspects of the event 
would assist delegates in getting to 
venues on time, and to being able to 
access information regarding event 
times and venues. More obvious 
daily signage regarding each day’s 
program, located centrally, would 
also be useful, along with signage 
pertaining to facilities (toilets, booths, 
food sources, etc.). 
Many comments throughout 
the on-line survey suggested the 
development of an APAM App; the 
APAM website functioned as a mobile 
site and was designed to be flexible 
to be applied to smart phones. This 
mobile site was a variation of the 
large site, including the same content 
but in a format adapted for a mobile 
phone.  However, given the number 
of comments suggesting a specific 
phone App, it would seem that this 
mobile site either was not known 
about or was not particularly well 
regarded by delegates. 
A greater number of structured meet 
and greet sessions, speed dating for 
presenters and producers, mentoring 
sessions, and better nurturing of first 
timers (and there were a considerable 
number at this APAM: 42.38 % of 
survey respondents) would create 
a greater sense of inclusion for 
delegates. 
The structure of the program needs 
to be re-worked to ensure there is 
sufficient time for delegates to see 
who they need to and what they 
need to. Allocating time at the end 
of APAM for delegates to catch up, 
make last minute deals and seek 
networking opportunities would 
assist here.
Consider re-locating the hub space 
so that it is central, comfortable and 
conducive to networking activity.
Volunteers
While there were a range of 
comments from the online survey 
about how friendly the volunteers 
were, and that their presence in the 
pink t-shirts was immediate, there 
was also a significant proportion of 
comments highlighting the need 
for volunteers to be sufficiently 
briefed so that they are highly 
knowledgeable about the various 
aspects of the Market, and can, 
therefore, effectively answer 
questions from delegates or know 
where the information can be 
garnered. 
Given the multi-venue nature of 
APAM this year, the volunteers could 
have been an excellent source 
of support in physically guiding 
delegates to transportation, and to 
venues within the Powerhouse itself. 
The volunteers were an under-utilised 
resource. They could have played a 
significant role in running the Market 
more effectively had they been better 
inducted. 
Catering 
The provision of more food options 
is vital so that delegates are able to 
remain at the Powerhouse rather than 
having to go elsewhere – on such a 
tight timeframe, the event needs to 
be presented so that delegates can 
make maximum use of their time to 
attend performance, presentations 
and events. The comment below is 
indicative of delegate responses:
The volunteers 
were an  
under-utilised 
resource.
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Hospitality was the worst ever – 
and this was my tenth APAM. It 
is not about the free drinks but 
REALLY [respondent’s emphasis] 
the hospitality/networking 
opportunities were very poorly 
managed and not really much fun. 
These events have been a critical 
pathway for networking in the past. 
The opening and closing buffet and 
lunch seemed chaotic, and lots of 
people left to go elsewhere. That 
is pretty inexcusable. (Individual 
response to online survey question 
21)
Re-calibrate the employment of 
Brisbane Powerhouse protocols 
and processes for APAM 
The machinations of the appropriate 
timing for APAM staff to be seconded 
from the Powerhouse and contracted 
specifically for the Market requires 
consideration (for example, should 
two more project officers be 
employed? Can the division of tasks 
across the team be more effectively 
orchestrated – could the Production 
Manager, for example, have done 
some of the scheduling activity to 
relieve the Logistics Coordinator?).
From the analysis of the interviews 
undertaken with key staff, a common 
thread from a proportion of those 
interviewed was that critical team 
members were brought in too late 
in the process and that the team 
was too small to cover the range 
of activities required for the event, 
particularly given that this was the 
Brisbane Powerhouse’s first iteration 
of the Market:
In terms of scale, yeah, it’s too big 
for five key people to do: Executive 
Producer, a program director, a 
production manager and a project 
coordinator, marketing manager. 
So in that respect it’s definitely a 
worse scenario than I would have 
put it back in 2012. But then I didn’t 
work on it in 2012, and also APA 
did it for 12 years so it’s completely 
different. And I think it’s also been 
generated on how Powerhouse 
structures their staff and their 
departments. That’s what it feels 
like to me, because we came from, I 
mean, just because of my transition 
from being in programming to 
now move over to this specialised 
project, even from programming 
we were up against a production 
department and a marketing 
department. And executives and 
artistic directors and things like that, 
so it’s taken on that same structure 
to this, where I think it would have 
been better to have our own guest 
liaison, our own ticketing system 
and EP as well as an artistic side of 
things. A program manager as well 
as a program coordinator, an artist 
liaison as well as a logistics person 
and things like that. But you know 
that’s, I guess, just how it happened. 
(APAM Staff Member 2, 2014)
A further issue raised in the interviews 
with key staff was the often awkward 
fit between Powerhouse protocols 
and an event of the scale and nature 
of APAM: 
… we decided very early on that 
our processes and systems were 
sufficiently robust that we could 
roll them out across APAM. I think 
one of the biggest challenges that 
we’ve had as an organisation that’s 
established is making sure that … 
the APAM team understood that 
they were working within a larger 
organisation and it wasn’t just 
[that] you can go out and organise 
a festival the way you want to. 
They had to apply our policies and 
procedures to the process. We find 
even with our own staff that that’s 
a learning curve with new people, 
and of course with APAM we’ve 
brought on quite a few new people 
all at once. So that’s required a little 
bit more … assisting them in that 
process. (APAM Staff Member 6, 
2014)
This contrasts against the perspective 
of a staff member contracted 
specifically for APAM:
… and it’s having the … you 
know, being able to be given the 
responsibility to make a decision, 
and you know the people having 
confidence in people they’ve hired 
and to let go. You’ve got to let go 
and have faith in the people that 
you hire, let it go, that’s a good one. 
(APAM Staff Member 7, 2014)
However, it must be noted that 
these internal frustrations were 
not outwardly obvious, and did 
not impact upon the delegates’ 
experience, as the below comments 
highlight: 
I believe Zohar and the team 
at the Brisbane Powerhouse 
did an exceptional job. They 
were organised and also very 
understanding of constraints that 
indie artists have (such as time and 
money) in the lead up to APAM. 
(Individual response to online survey 
question 21)
The event was superbly managed, 
and the Australian people I met 
made for the best arts market 
experience I’ve ever had. (Individual 
response to online survey question 
21)
 … Technically, for pitch, [the] 
production crew was fantastic. We 
were very well looked after, and 
[the] ground transport team led by 
John was outstanding. (Individual 
response to online survey question 
21)
“The event was 
superbly managed 
... the best 
arts market 
experience 
I’ve ever had.” 
(Individual response)
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4. Presentation and 
promotion for presenters
A consistent response from most 
delegates from both the Vox Pops 
and the online survey was that the 
quality of pitches and presentation 
was high. Those works that were 
presented as full-length, as 25 
minute excerpts and as part of 
the Cabaret program, were almost 
without exception considered to be 
APAM ready. However, regarding the 
pitches, many comments suggested 
that the way in which they were 
presented and marketed required 
polishing, with particular emphasis 
on effective verbal communication 
strategies.
In order that all producers can 
present their work to its best possible 
advantage, there is a need to provide 
professional assistance and support 
around marketing work in the 
context of a performing arts market.
A consistent format for the 
presentation may assist. 
... if you don’t have a decent market 
development strategy, even if you’re 
one performer and you get a tour 
… nothing’s going to happen … 
Those ones with strong marketing 
development strategies are the ones 
getting the tours, the ones that 
repeat the tours, the ones that form 
those really strong networks … and 
keep going. (APAM Staff Member 1, 
2014)
Do everything possible to ensure 
that artists have an audience. 
(Individual response to online survey 
question 21)
... Brisbane independent artists 
2014 will be a massive learning 
curve and [at Markets in] 16 [and] 
18 they’ll hit the ground running 
and know how to actually use this 
opportunity to get their work, and I 
think, ultimately, will be good for the 
sector and how they relate to each 
other as well. (APAM Staff Member 
1, 2014)
5. Strategic targeting of 
Asian producers 
The Brisbane Powerhouse tender 
document for APAM 2014, 2016, 2018 
states that:
The Brisbane Powerhouse has 
considered the broader strategic 
issues facing all arts organisations, 
i.e., our response to the shift in 
balance in the world to what 
has been described as “the Asian 
Century.” (Brisbane Powerhouse 
2011, p. 5) 
The tender further claims:
At present, the region does not have 
a festival or market that is dedicated 
to the contemporary performing 
arts of the Australasian/South East 
Asian region. The rise of such an 
event would seem to be inevitable. 
With the arts infrastructure and 
resources we now have in Australia, 
we believe it makes sense to 
take this initiate now. (Brisbane 
Powerhouse 2011, p. 7) 
It could be assumed, therefore, that 
a key aim of the 2014 Market was to 
increase the number of delegates 
from Asia. However, there appeared 
to be a paucity of Asia- Pacific 
delegates. Out of the international 
delegation base, 44 delegates were 
from Asia. While this may indeed 
be an increase in attendance from 
the Asian region from previous 
iterations, if APAM is serious in its 
commitment to engaging the region, 
more targeted strategies could be 
implemented.
Better models of engagement, 
communications and strategy are 
required to capture this target group. 
The provision of the program in 
different languages is one strategy 
that would assist here. Furthermore, 
a targeted campaign to promote 
APAM across Asian markets could be 
brokered with DFAT:
Asia … is sort of starting to come up 
with larger venues. They’re building 
venues, they want product, they 
want to till it in. They’re interested in 
Western product. Australia offers a 
really good essential ground for this 
region to meet. (APAM Staff Member 
1, 2014)
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CONCLUSION 
From the research undertaken thus 
far, there were clearly a number of 
key challenges faced by the team in 
the presentation of APAM in Brisbane 
in 2014. The most significant of these 
was the use of multiple venues and 
the problems this created in terms of 
communication and transportation.
A further issue of significance was 
the weather, and for APAM 2016, the 
provision for activity occurring during 
extreme heat must be addressed so 
as not to negatively impact on the 
delegates’ experience of the Market.
However, it must also be noted 
that the majority of respondents to 
the online survey highly rated the 
Brisbane Powerhouse as the host 
venue (the largest percentage was 
22.78%, at an 8 on a scale of 1 as the 
lowest and 10 as the highest), and as 
has already been stated, 54.25% of 
respondents advised that they would 
return to APAM in Brisbane in 2016. 
Further detailed strategising is also 
required regarding the nature of the 
Market itself – its key purpose and 
the most effective model to employ 
to consolidate this purpose – so as to 
ensure that the Indigenous focus is 
consolidated and that a commitment 
to the Asian market ensues.
While there is obviously work to 
be done to improve the logistics, 
programming and framing of 
the Market, the research has also 
revealed a high level of good faith 
for the future of APAM in Brisbane 
in 2016 and 2018. Should the 
recommendations presented in 
this report be addressed, there is 
every reason to believe that APAM’s 
ongoing delivery at the Brisbane 
Powerhouse will be dynamic, 
inclusive and innovative. 
... the research has revealed a 
high level of good faith for the 
future of APAM in Brisbane in 
2016 and 2018 ... there is every 
reason to believe that APAM’s 
ongoing delivery at the Brisbane 
Powerhouse will be dynamic, 
inclusive and innovative. 
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Q6 If you are not an Australian resident,
which country do you reside in?
Answered: 93 Skipped: 235
# Responses Date
1 USA 3/14/2014 9:49 AM
2 New Zealand 3/13/2014 1:25 PM
3 New Zealand 3/13/2014 8:37 AM
4 Korea 3/12/2014 1:10 PM
5 New Zealand 3/12/2014 10:29 AM
6 New Zealand 3/11/2014 2:40 PM
7 Canada 3/11/2014 7:06 AM
8 Ireland 3/11/2014 3:01 AM
9 UK 3/10/2014 2:45 PM
10 Taiwan 3/10/2014 1:04 PM
11 France 3/8/2014 2:47 AM
12 Canada 3/8/2014 1:16 AM
13 Switzerland 3/8/2014 12:01 AM
14 Iceland 3/7/2014 8:58 PM
15 Malaysia 3/7/2014 8:54 PM
16 uk 3/7/2014 7:08 PM
17 UK 3/7/2014 6:41 PM
18 Germany 3/7/2014 6:15 PM
19 UK 3/7/2014 5:44 PM
20 Taiwan, R.C.O. 3/7/2014 3:10 PM
21 Korea 3/7/2014 1:33 PM
22 Korea(South) 3/7/2014 12:51 PM
23 usa 3/7/2014 11:59 AM
24 NZ 3/7/2014 11:56 AM
25 New Zealand 3/7/2014 11:29 AM
26 New Caledonia 3/7/2014 11:23 AM
27 USA 3/7/2014 11:21 AM
28 USA 3/7/2014 11:10 AM
29 NZ 3/7/2014 11:05 AM
30 New Zealand 3/7/2014 11:02 AM
31 Ireland 3/7/2014 5:00 AM
32 Ireland 3/7/2014 1:37 AM
1 / 3
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33 JAPAN 3/6/2014 7:20 PM
34 New Zealand 3/6/2014 10:56 AM
35 Canada 3/6/2014 10:17 AM
36 FRANCE 3/5/2014 8:19 PM
37 New Zealand 3/5/2014 12:57 PM
38 Canada 3/5/2014 3:20 AM
39 Ireland 3/5/2014 12:12 AM
40 Ireland 3/4/2014 10:56 PM
41 Japan 3/4/2014 12:08 PM
42 New Zealand 3/4/2014 11:14 AM
43 New Zealand 3/4/2014 9:14 AM
44 United Kingdom 3/4/2014 8:59 AM
45 New Zealand 3/4/2014 7:41 AM
46 France 3/4/2014 7:15 AM
47 New Zealand 3/4/2014 6:57 AM
48 Switzerland 3/4/2014 3:01 AM
49 Sweden 3/3/2014 7:45 PM
50 Holland 3/3/2014 6:58 PM
51 New Zealand 3/3/2014 4:22 PM
52 South Korea 3/3/2014 11:45 AM
53 n/a 3/3/2014 11:41 AM
54 New Zealand 3/3/2014 11:36 AM
55 New Zealand 3/3/2014 11:30 AM
56 New Zealand 3/3/2014 7:43 AM
57 New Zealand 3/3/2014 6:29 AM
58 New Zealand 3/3/2014 6:15 AM
59 New Zealand 3/3/2014 5:31 AM
60 Denmark 3/2/2014 9:59 PM
61 NZ 3/2/2014 11:16 AM
62 New Zealand 3/2/2014 11:16 AM
63 NZ 3/2/2014 10:53 AM
64 UK 3/2/2014 12:41 AM
65 Brasil 3/1/2014 12:22 PM
66 Canada 3/1/2014 6:56 AM
67 Nz 3/1/2014 5:19 AM
68 UK 3/1/2014 3:19 AM
69 canada 3/1/2014 3:07 AM
70 USA 3/1/2014 3:04 AM
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71 Canada 3/1/2014 1:50 AM
72 korea 3/1/2014 12:07 AM
73 USA 2/28/2014 11:41 PM
74 Canada 2/28/2014 11:35 PM
75 UK 2/28/2014 10:34 PM
76 Ireland 2/28/2014 10:31 PM
77 Ireland 2/28/2014 9:06 PM
78 UK 2/28/2014 8:27 PM
79 United Kingdom 2/28/2014 7:35 PM
80 MALAYSIA 2/28/2014 6:49 PM
81 Belgium 2/28/2014 6:03 PM
82 Malaysia 2/28/2014 3:06 PM
83 Ireland 2/28/2014 3:05 PM
84 Hong Kong 2/28/2014 2:21 PM
85 Wales 2/28/2014 1:16 PM
86 New Zealand 2/28/2014 1:12 PM
87 New Zealand 2/28/2014 12:09 PM
88 Aotearoa/NZ 2/28/2014 11:19 AM
89 New Zealand 2/28/2014 11:15 AM
90 USA 2/28/2014 11:10 AM
91 United States 2/28/2014 11:06 AM
92 New Zealand 2/28/2014 11:02 AM
93 New Zealand 2/28/2014 11:02 AM
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6 The	quality	of	most	of	the	pitches	was	very	high	and	the	presentations	were	terrific . 3/10/2014	5:57	PM



















































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































114 It	is	sti l l 	a	very	useful	forum	for	engaging	with	national	and	international	presenters. 3/2/2014	10:24	PM
115 Excellent	opportunity	to	talk	to	many	of	the	same	sector	people	in	the	one	place 3/2/2014	9:34	PM
116 I	would	like	to,	budget	dependent 3/2/2014	9:33	PM












































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































































121 It	would	be	better	at	a	single	location,	preferably	Southbank,	which	is	c lose	to	the	c ity	and	other
food	and	entertainment	options.
3/3/2014	2:21	PM

























































































































































































































































































156 Last	day	at	QPAC	worked	best	as	facil ities	in	area	and	pitch	venues	more	appropriate 3/1/2014	5:21	PM
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250 The	biggest	issue	was	that	lack	of	specific 	venue	information	on	the	small	fold	out	guide.This
info	was	only	available	in	the	somewhat	bulky,	heavy	booklet	that	no	one	wanted	to	carry
around.	The	box	office	staff	also	didn't	know	where	APAM	events	were	being	held,	nor	did	they
have	a	copy	of	the	booklet	at	the	desk.	It	would	have	been	helpful	if	this	info	was	included	on
the	fold	out	guide	and/or	booklets	distributed	around	the	venue.	The	Hub	venue	needed	better
air	con.	Fans	up	the	back	were	noisy	and	made	it	difficult	to	hear.	Ticketing	arrangements	/FOH
for	AM	I	-	dreadful	and	unprofessional.	BPH	needs	to	mindful	that	this	is	an	event	for	their
peers...not	a	good	look.
2/27/2014	5:17	PM
251 Many	of	my	non-Brisbane	colleagues	were	not	aware	of	the	WTF	program.	This	should	have
been	more	promoted.
2/27/2014	5:16	PM
252 More	and	varied	performance	offerings	and	events. 2/27/2014	5:15	PM
253 I	would	love	to	see	a	round	table	discussion	with	arts	leaders	from	around	the	globe	as	part	of
the	conference	in	the	future	with	a	focused	topic	relevant	to	the	performing	arts	industry
surrounding	cultural	exchange	opportunities.
2/27/2014	5:14	PM
254 Be	more	generous.	Run	APAM	less	like	a	draconian	police	state.	Better	considered	and	more
effective	application	of	key	note	event.
2/27/2014	5:12	PM
255 catering	was	not	well	organised	-	air-conditioning	required	in	the	hocker 2/27/2014	5:11	PM
256 Easier	travel	options	to	all	venues	More	food	options	available	on	site 2/27/2014	5:08	PM
257 I	think	having	a	concentration	is	key...so	having	venues	all	over	the	c ity	didn't	work	as	well	Also
there	was	a	serious	lack	of	food	options	at	the	PowerHouse.	It	does	feel	l ike	the	Powerhouse	is
very	isolated	from	the	city	as	well.
2/27/2014	5:08	PM


